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Rough Proofs 


Yo 
put | 


pape! 


wouldn’t have believed 


it, 


rden’s is actually disseminat- 
ing “(00d Moos” through its news- 


advertising. This may sound | 


something like Elsie’s moo, but it is 
actually Stuart Peabody’s low. 


_ = © 


Playing on words is a pernicious 
vyhich gets a hold on the vic- 
tim much like nicotine, alcohol or 
women. 
the fellow who was accused back 
in 1937 of saying, “All I am I owe 
to udders.”’ 


habit 


As 


Ogden 


Peabody, 


» @ F 


you. know, 


Nash might say 


is 


it: 


Most people are perfectly willing 
to give tit for tat, but Stu Peabody 


would never even consider doing a | 


thing like that. 


“A happier existence for a one- | 


— = = 


man agency” is offered by a blind 


ad in ADVERTISING AGE. 


One way 


to assure it would be to give the 


big 


agencies 


astigmatism 


when 


looking at its list of clients. 


Electrical 
Carl Snyder 


vv yy 
appliance advertising, 
recommends, should 


return to the basic appeals of re- 
taining youth and beauty through 
the elimination of drudgery. You've 
simply got to give the gals more 
time to put on their make-up. 


. | ¥ 


“That’s a hell of a way to run a 


ral 


road!” 


advertised 


the Boston 


and Maine, coyly using dashes for 
the “el,” and hoping they’d take 
the words right out of the mouth 
of their favorite commuter. 


7 Vv F 


ADVERTISING AGE talks about and 
illustrates the “eye-popping cuties” 
displaying Hickory foundations in 


the 


display 


new 
minding us 


magazine ads, again re- 
that the models who 
things like that are the 


very ones who don’t need ‘em. 


vgs? 


Newell - Emmett 
business of Equitable Life, which 
has been doing practically no ad- 
vertising. 


That’s the 


resigned the 


sort of 


ac- 


count the loss of which an agency 
is easily resigned to. 


“T) 
every 
ing re 
us 

than 
gesic 


Th 
youn; 
pou 
right 
neve 


Dath 


Se 
uct 
vom 
Nails 


Sa: 


> 


Bir 
a mM; 
and 
and 
Said ; 


Glac 
ys < 
" Eu 
War t} 


vl 


vg¥seegy? 


is littl 


the 


e button on 


adio set which brings sooth- 
ef,” Hay McClinton reminds 


There are obviously more ways 


ie to make use of the anal- 
ther, 


( 


> +. 


hhotographer who posed the 
ter in the tub, with his ma 


hot water from the kettle 
er his tootsies, evidently 
iad a Saturday afternoon 


xt to the kitchen stove. 


, ©) | 


‘ote is advertising a prod- 


ch 


1S 


guaranteed 


to give 


“the longer, more glamorous 
t men admire.” 
who? 


Crosby and Jack Platt won | 
from Willard Lochridge | ad-libbing 


, 2 


| FOR READERS 


| = 


Impressed with the fact that newspapers 
have been able to dispose of millions of 
copies of books in recent years, Swift 
& Co. tries out a set of books as a pre- 
mium on Sunbrite cleanser. There are 
ten volumes in the set, each available 
for 25 cents plus three Sunbrite labels. 


‘Brooklyn Eagle,’ 


‘N. Y. Post’ Study 
Plans for Merger 


New York, Feb. 6.—Merger of 
the New York Post and the Brook- 
lyn Eagle, which has long been 
rumored in newspaper circles here. 
appeared near completion this week 
with indications pointing toward 
consummation of the deal within 
the next fortnight. 

The Newspaper Guild has ap- 
|pointed a special committee to con- 


|fer with publishers of both papers, | 


and the Eagle Guild unit has pro- 
tested the expected loss of employ- 
ment of many of its members if the 
merger is completed. The two 
papers together have about 1,400 
employes. 


Schroth Heads “Eagle” 


Frank D. Schroth is publisher of 
the Eagle. He headed the paper 
before it was declared bankrupt in 
October, 1939, and retained control 
by leading a syndicate which pur- 
chased the property for $483,000 in 
January, 1940. Latest circulation 
audit showed a daily average of 
over 94,000 copies. 

yeorge Backer publishes the Post, 
having purchased control from J. 
David Stern in June, 1939. In re- 
cent months, both circulation and 
advertising revenue have increased. 
The last circulation audit was just 
under 227,000, but it expected 
that next month’s report will reveal 
a figure of about 250,000. 


1S 


General Ice Cream 
to McKee & Albright 


New York, Feb. 7.—General Ice 
Cream Company, with branches 
throughout New England and New 
York, has placed its account with 
McKee & Albright, Inc. 

Earl B. Thomas, vice-president 
in charge of the agency’s New York 
office, will handle the account. 
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Seven of U. S. 
Advertising Staff 
Join Kastor Agency 


Chicago, Feb. 6.—H. W. Kastor & 
{Sons Advertising Company has 
seven members of the 
staff of the U. S. 
Advertising 
Corporation, To- 
ledo, including 


Plan Expansion 
of Newspapers’ 


Public Relations 


335 Dailies Cantus 
Weekly Copy, Meeting 


taken over 


Harold Merillat, | 

Is Told president, in 
® what the agency 

New York, Feb. 6.—Expansion of | calls the widest 


/the public relations campaign in be- 


expansion in its 
,half of newspapers launched last 


46-year history. 


|fall by the Newspaper Publishers Besides Mr. 
|Committee was outlined here this Merillat, others 
week at a meeting attended by who have joined 


|newspaper executives from all parts 
|of the country. The conference, 
called by Norman Chandler, pub- 


the Chicago office 
Harold Merillat of the Kastor 
agency are John 


lisher, Los Angeles Times, and | Toigo, executive vice-president in 
chairman of the committee, an-|charge of copy and _ production: 
nounced that 19 regional chairmen|George Piper, vice-president in 
will be appointed soon as well as|charge of mar- 


'a national copy committee of four 
\to work with J. Walter Thompson 
Company, agency in charge of the 
program. 

The campaign was started in 
September, 1940, with 250 publish- 
ers cooperating. The current list of 
| sponsors shows that 335 daily news- 
| papers with total circulation of | Kelly, research, 
more than 8,000,000 are carrying | Weston Hill, for- 
| the messages once a week. Seventy | merly with Ruth- 
weekly newspapers are also par-| rauff & Ryan and 


keting and 
media; , O. 
| Gibbs, account 
executive; Ar- 
thur Gerkin and 
| Ralph Salor, re- 
search and 
media, and Hazel 


| ticipating. Blackett - Sam- 
Objectives of the cooperative ef-| ple - Hummert, John Toigo 
fort are to “make newspaper read-| New York, also 


‘ers realize the importance of news- has joined the Kastor copy staff. 

| papers in upholding democracy and | Expansion of the Kastor agency 
| the American system of free enter-| was anticipated some months ago 
| prise,” and to show advertisers the | when new execu- 
|“proper continuing use of news- tive offices were 
paper display space to accomplish opened on an- 
'a public relations job.” other floor of the 


London Guaran- 

Much Favorable Action ltee bldg. Chi- 

In reviewing the reactions of cago headquar- 
readers the committee revealed that ters, in addition 
numerous laudatory comments have to the entire 


been received and key executives in 
large industries have offered finan- 


twelfth floor 
which the agency 


cial support to the program. Typ- occupies. 
|ical of the public relations cam-| Mr. Merillat 
|paigns the committee hopes has in past years 


to 
|stimulate is that sponsored by Prod 
Life Insurance Institute, by means 
of which insurance companies are | Holliday, Detroit, and has special- 
{telling their story on a_ regular|ized in layout, merchandising and 
| weekly basis in 259 newspapers. | agency administration work. Mr. 
| Work is under way to induce other | Toigo has been associated as copy 
|major industries to use the same and production executive with Mc- 
/public relations technique. Cann-Erickson, Lord & Thomas, 

In addition to Mr. Chandler, | Batten, Barton, Durstine & Osborn 

(Continued on Page 32) (Continued on Page 32) 


Geo. E. Piper been associated 
with Grace 


| 


& | 


Last Minute News Flashes 
Ralph Winslow Gets Libbey-Owens-Ford Ad Post 


Toledo, Feb. 7.—Ralph Winslow, assistant advertising manager of 
Armstrong Cork Company, has been named director of advertising and 
publicity of Libbey-Owens-Ford Glass Company. He succeeds Carlton 
K. Matson, who resigned recently to open his own public relations busi- 
ness in New York 


Mahan Leaves Westinghouse; Pendray Takes Over 
New York, Feb. 7.—S. D. Mahan resigned Feb. 1 as general advertising 
manager of Westinghouse Electric & Mfg. Company, Pittsburgh, it was 
learned here today. G. Edward Pendray, publicity director, has been 
appointed his successor, and will handle both posts. Mr. Mahan is con- 
tinuing on the job until about March 1. His future plans are undecided. 


Northern Pacific Account Goes to BBDO 


Minneapolis, Feb. 7.—Northern Pacific Railway has placed its account 


with the local office of Batten, Barton, Durstine & Osborn, with Nate 
Crabtree as account executive. Advertising on the West Coast will 


continue to be handled by Strang & Prosser, Seattle. 


H. G. Little Named Advertising Manager of Nash 
Detroit, Feb. 7.—H. G. Little, most recently manager of the Cincinnati 
office of Roy S. Durstine, Inc., and previously vice-president of Lord & 
Thomas, has joined Nash-Kelvinator as advertising manager of Nash. 
A. R. Boscow, assistant to the general sales manager, and former Nash 


advertising manager, has been made fleet sales manager 
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Changed Pattern 


| 


of Refailing in 
‘AI Is Analyzed 


Wells Explains Job of 
Advertising Under New 
Conditions 


| Pittsburgh, Feb. 4. Important 
| changes in retail sales promotion 
and advertising methods in order to 
gear them to the changed tempo of 
1941, brought about by the national 
| defense program and the nation’s 
| rearmament, were forecast by Alan 
A. Wells, advertising director of 
}Kaufmann’s Department Store, 
Pittsburgh, in a talk before the 
| Pittsburgh Advertising Club today. 
| Predicting an increase in the na- 
| tional income from 74 billion in 
1940 to 80 or possibly 84 billion dur- 
ing 1941, and with unwarranted 
price rises limited by the govern- 
ment and many business groups, 
|Mr. Wells said that most of the in- 
|creased income will represent in- 
creased buying power which will 
not be curtailed to any important 
extent in 1941 by a rise in the cost 
of living or new taxes. 

Here are some of the possibilities 
put forward by Mr. Wells as likely 
|to be fulfilled in retailing in 1941: 


More Transactions Likely 


| 


1. The great gains in retail vol- 
ume will not result from higher 
| prices. Prices during the next year 
should remain reasonably stable 
and gains will come from increased 
number of transactions, chiefly in 
the lower-priced brackets. 

2. These lower-level buyers have 
not and will not surge into the mar- 
| ket in a great rush. Many have just 
| transferred from relief rolls to pay- 
| rolls. Many have old debts to clear, 
homes to re-establish—and many 
| will remember that there have been 
upswings before, always followed 
by a disastrous decline. Actual buy- 
ing will lag far behind increased 
}income in 1941, 

3. Nevertheless, there will even- 
tually be loosed a tremendous flood 
of retail dollars. 


New Advertising Needed 


Touching on the subject of retail 
advertising in 1941, Mr. Wells de- 
clared: 

“Retail advertising must find de- 
| vices, other than screaming price 
appeal, to make customers respond 
| Perhaps this can be accomplished in 
part by reliance on more facts. But 
it also will be done by conveying a 
better understanding and making a 
better exposition—not of the mer- 
chandise as merchandise, but of the 
merchandise as an aid to better liv- 
ing. As a corollary, 1941 advertis- 
ing will not only perform the cus- 
tomary job of representing the 
store to the public but will also 
picture the public to the store, in 
order that merchandising and serv- 
ice may be adjusted accordingly. 
For example, the alert advertising 
director will keep in mind such cir- 
cumstances as the return of thou- 
sands of men to civilian life as they 
are released from the national serv- 
ice branches. 


| 
} 


Must Strengthen Appeals 


“Retail advertising will point for 
volume in 1941—it will experiment 
with new media, but will never fail 
during a time of rising sales to sell 
the organization or the product 
more strongly than any one item. 
The alert publicity director will 
fully realize that his job does not 
end with bringing new customers 
into the store for merchandise they 
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want. By attractive window dis- MAN SHALL NOT LIVE BY BREAD ALONE New Bond Drive 


plays, by ingenious arrangements of 
departmental merchandise, by inter- 
esting groupings such as room set- 
tings, he can inspire new additional 
wants. By fashion shows, demon- 
strations of better home-making 
and the like, he will not only bring 
traffic into the store but also will 
build a strong impression that the 
store is interested in service as well 
as sales to its customers. 

“Of course, all this may increase 
the publicity budget. No astute 
publicity director will be so unwise 
as to curtail his expenditures on) 
the theory that business will roll in 
anyway. Throughout a year such as 
1941 promises to be, he will in- 
crease his advertising expenditures 
in reasonable proportion to in- 
creased sales—not because he feels 
it is necessary for present volume, 
but because he recognizes it as in- 
surance of continued business long 
after this ‘boom’ era has passed.” 
Buckley Adds Two 

The Earle A. Buckley Organi- 
zation, Philadelphia, has been 
appointed to handle the advertising 
of Moore Push Pin Company, Phila- 
delphia, using consumer magazines, 
business papers 
and Mione Mfg. Company, Colling- 
and 


newspapers, business 


direct mail. 


papers 


“Son, you're not just baking bread.... 


you're building men and women!” 


Does thet pve you an ides why we have never cut 
corners. of taken shortcuts? Dees it help te expisin 


y the font emis shortening and yeast thet go into 


4 
tu Gund Reed on woes peste tn great wots them in 


Vex Bator g Bend Bread 4 buuding men end women 


Fghte Decause our bread wt good 


Bond Bread... daked with care and conscience — 
neal .. baked with care and conse Sy ew 


Bond bread forgets about vitamins and other things in a new campaign which 


stresses the human side of the organization. 


Fred Saffan, formerly a member W. F. 
dale, Pa., maker of hand soap, using |of the Chicago sales staff, has been 


appointed 
manager 


and direct. mail. Fred Saffan Promoted 


of the 


Appoints W. F. Austin, Jr. 
Austin, Jr., has joined 
Brooke, Smith, French & Dorrance, 
Detroit, as a merchandising and 
contact executive. 


Western 
Guide 


advertising 
Magazines. 
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It wouldn't be fun to wash all the dishes that are dirtied 


daily in the KF H Airea, but you would get a kick out of 


selling all the soaps and cleansers used by the housewives out 


Wichita way. 


folks, good dish dirtiers, good buyers of soaps 


They're good eaters, these Central Kansas 


in fact, good buyers and users of 


everything, because each family has $248 more money to spend than the average fam- 


ily in this good old U.S. A. 


So, if you're looking for a market where you can really “clean up,” check the sales 


possibilities in Central Kansas-Northern Oklahoma 


» , 
KET 


and the selling abilities of 


the Wichita Station with the programs. 
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That Selling Station for Kansas! 


Map Shows Coverage to the .1MV/M Line 


et ante ty WICHITA 
3 j_0 K LA H OMA 4 | ihe only Full Time CBS Outlet for Kansas 


CBS + 5000 DAY « 5KW NIGHT READY SOON «+ CALL ANY EDWARD PETRY OFFICE 


Talks of Bakers’ 
Responsibilities 


New York, Feb. 6.—A new cam- 
paign 
of the bakers of Bond bread to the 


American public has been launched | 
by General Baking Company in 30 | 


New York and New England news- 
papers. Insertions of 1,500 and 1,- 
000 lines are being used. 

Copy stresses the line “Bond 
bread ... baked with care and con- 
science,’ and the duty of the com- 
pany to provide a nourishing food 
to the public which it has served 
for a quarter century. Also fea- 
tured are the close relations en- 
joyed by employer and employes 
and the pride which both take in 


cooperating to produce a major) 


item in the nation’s diet. 

Copy also calls attention to com- 
pany policy, as outlined recently by 
George L. Morrison, 
which is based on a reciprocal feel- 
ing of teamwork and mutual es- 
teem in producing a 
product. Newell-Emmett Company, 
agency for General Baking’s New 
York division, is in charge. 

According to A. W. Stone, Bond 
advertising manager, promotion for 
the Pennsylvania division takes the 
form of a radio program, broadcast 
five mornings a week over a special 
hookup of 15. stations between 


|Philadelphia and Richmond. Ivey 
& Ellington is the agency in that 
jarea. Campaign plans for other 
districts are now being made. 
| York Ice Proposes 
Change in Name 

The York Ice Machinery Cor- 
poration, York, Pa., has issued a 


call for a special meeting of stock- 


| holders March 25 to vote on a pro- 
| posal which, if adopted, 


will effect 
a recapitalization and change its 
name to York Corporation. The 
plan contemplates that York Ice 
Machinery Corporation will merge 
with its subsidiary, York Corpora- 
tion. 

Among the purposes of the pro- 
posal, in addition to changing the 
name, are the elimination of the 
preferred stock with its large ar- 
rearages and the facilitation of the 
refinancing of its funded debt. 
Assents from two-thirds of the total 
stock holdings are required before 
the proposal can be put into effect. 


Beaumont & Hohman 


Names New Executives 


Beaumont & Hohman, Chicago, 
has appointed the following new 
department heads: C. O. Puffer, 
vice-president, brought from the 
company’s Kansas City office to 
take charge of new business and 
promotion; Walter B. Martin, for- 


merly with Ruthrauff & Ryan, Bat- | 


ten, Barton, Durstine & Osborn, 
and J. Walter Thompson Company, 
who will head the creative group; 
and Jack Ross, producer and writer, 
who joins the radio department. 
xyuy C. Davis remains as Chicago 


office manager and director of serv- | 


ice. 


Beverage Firms Spend 


(10% for Advertising 


| The Federal Trade Commission 
analyzes six nonalcoholic beverage 
manufacturing corporations in the 
latest of its industrial corporation 
reports. The six companies had total 
sales in 1939 of $131,197,584 with 
selling expense totaling $13,453,213 
or 10.25 per cent of sales, and ad- 
vertising totaling $12,871,128 or 9.81 
per cent of sales 


| 


stressing the responsibility | 


president, | 


superior | 


Ic utex ‘Package 
to Be Featured 
in New Campaign 


New York, Feb. 6.—Featuring . 
new streamlined package, Northam 
Warren Corporation will launch , 
campaign in behalf of Cutex ney, 
week with a schedule comprising 23 
magazines and newspapers in ke, 
markets. J. Walter Thompson Com. 
pany is the agency. 


The drive will get under wa, 
Feb. 16 with announcement copy j, 
the New York News. Initial maga. 
zine insertion will appear in th, 


Feb. 23 issue of This Week. Thy 
campaign will gain momentum dyr-. 
ing March and April with copy jp 
other magazines and newspa); ers 
Originally scheduled to get under 
way earlier, the promotion wis de. 
‘layed by the task of catering to ap 
unexpected demand for th: 


ney 
merchandise on the part of -etajj- 
ers. Full distribution will hay 
been achieved by the time _nitia) 
|copy breaks. 

Typical of the reception accordeg 
the new package and new Cutex 


polish colors was a recent tcst jp 
one New York store where 1,409 
bottles were sold in a single day 
Expanded production facilities jp 
the company’s plant in Stamford 
have been taxed day and nigh 


NAB and Four A’s 
Settle Conflict 
on Contract Form 


New York, Feb. 6.—The conflict 
|between committees representing 
the National Association of Broad- 
casters and the American Associa- 
tion of Advertising Agencies has 
been settled amicably, and a final 


draft of the new station - agency 
contract form will be completed 
| shortly. 


| Several points at issue have beer 
isettled by compromise, following 
/meetings held last week. Previously 
| the committees had been unable t 


jadjust their differences, and _ th 
NAB group had gone ahead and 
issued a contract form which the 


Four A’s refused to accept and had 
charged was “arbitrary.” (Apver- 
TISING AGE, Jan. 20.) 

The new contract form will dodge 
the issue of a 2 per cent cash dis- 


count. NAB had refused to allow 
the discount, while the Four A’s 
had insisted upon its’ inclusion 


Agreement was finally reached t 
omit mention of the discount in the 
form, but to leave blank space s0 
that stations paying the discount 
can write in their own provision. 

It was understood that thie fina! 
form will not include the Four A‘ 
demand for a guarantee agains 
secret rates, the NAB group being 
unwilling to admit, by inferenc 
that any of its stations have sub- 
rosa scales. 

A final meeting of the two groups 
will be held shortly, at which ap- 
proval of the order form will b¢ 
voted. 


“Beauty Fashion” Awards 


Beauty Fashion has presented tht 
Toilet Requisites Awards for 1% 
to Charles of the Ritz, New Yor 
for packaging; to Coty, Inc., Ne' 


York, for advertising; to Helen 
Rubinstein, Inc., New Yo f 
promotion; and to Elizabeth Arde! 


New York, for merchandisiné 


policy. 
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5.000 years ago the Egyptians recorded the life of their 
times in hieroglyphies, pictures laboriously chiseled 
j in stone. Then and today, picture-writing is the 
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simplest, most easily understood form of expression. 


In Ancient Days and ‘Today... 


the most offective forme of expression 


ODAY the Great Common Denominator of all classes 
and creeds, the rich and the poor—the intelligentsia 
and the millions of just “ordinary folks”—is Puck- 
The Comic Weekly. 
Puck is a brilliant, 20th Century version of the oldest 
and most effective form of expression in the world. 
“Picture Writing.” 
Easily understood and heartily enjoyed by everybody— 
Puck-The Comic W eekly has, over a period of 45 years, 
built the largest weekly reading audience on earth. 
In its early days some advertisers considered it a publi- 
cation read only by juveniles. But Puck’s publishers knew 
better. They knew that Puck was edited for adults—knew 
that men and women, as well as children, reveled in the 
laughs. loves, thrills and tears of its lovable characters. 
Year after year, such advertising leaders as Lever Brothers 
Co. R. J. Reynolds Tobacco Co.. Ralston Purina Co.. 


General Foods Corp., The Procter & Gamble Co., and 
General Mills Inc.. have utilized the powerful, attention- 
getting influence of Puck's characters to move merchandise. 


Now in its llth year as a general advertising medium, 
Puck is gaining steadily, consistently. Billing for January 
and February of “41 is more than 22% ahead of last year. 
Businessmen with merchandise to sell will want to hear 
the story of this great and potent medium. 


A new presentation, entitled “Picture-Writing,” is now 
ready for advertisers and agencies. To see it, phone CO- 
lumbus 5-2642, New York. or FRAnklin 0033, Chicago. 


FOUNDED 1876 


Six Advertisers Have Spent 


$10.000.000 in Puck in 10 Years 


The first few advertisers to venture cautiously into Puck's 


pages — eight, nine and ten years ago —were astounded at the 
profitable results. 


Today, in 1941, these same advertisers, since joined by more 
than 100 others, are continuing to reap a golden harvest of 
actual sales results from Puck. 


Six of these companies, America’s best-known firms in their 


field —shrewd merchandisers, all of them — believe in Puck- 
The Comic Weekly to the extent of a combined $10,000,000 
in advertising space. 


Puck is a powerhouse of energy for American business —a 
proved method for moving goods off shelves. 


COMIC WEEKLY 


DISTRIBUTED THROUGH [15 GREAT SUNDAY NEWSPAPERS 
959 Eighth Avenue, New York + Hearst Building, Chicago 
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Newspaper Groups 
Hold Parley on 
National Defense 


New York, Feb. 6.—Problems 
growing out of the national emer- 
gency occupied the attention of a 
group of newspaper executives rep- 


resenting national and_ regional 
associations called together here 
this week by the directors of the 


American Publishers 
Association. 

The publishers expressed recog- 
nition of “their primary obligation 
to further national defense in every 
possible manner,” and “their essen- 
tial obligation to furnish complete 
and accurate information compat- 
ible with military necessities.” od 
performing these obligations the | 
conference asked for the “cordial 
consideration and cooperation of 
federal and state authorities con- 
cerned with national defense.” 


Newspaper 


In addition to the ANPA the 
groups represented included the 
American Society of Newspaper 


National Editorial Associa- 
Inland Daily Press Association, 


Editors, 
tion, 


New England Daily Newspaper As- | 


Pacific Northwest News- 
paper Association, Southern News- | 
paper Publishers Association, New 
Jersey Press Association, New York 


sociation, 


> Bs 7 i 
ae : 
ee a 
State Publishers Association, Ohio 
Newspaper Association and Penn- 


sylvania Newspaper Publishers As- 


sociation. 


Windmuller to to Griesedieck 


Robert L. Wind- 
muller, who has 
been Southwest- 
ern manager of 
The American 
Weekly, has been 
appointed sales 
manager of the 
Griesedieck 
Western Brew- 
ery Company, 


Belleville, Il. He 

was sales man- 

ager of An- 
| heuser-Busch, St 
|Louis, for six Robert Windmuller 
years. 


Herbert Fitch Resigns 


Herbert G. Fitch has resigned as 
}advertising manager of Phillips- 
|Jones Corporation, New York, 
| sanmatectarer of Van Heusen shirts, 
| because of ill health. He will con- 
|valesce in Florida for two months. 


Reynolds Advances Boyer 


William F. Boyer, for some time 
| Boston resident salesman for 
|nolds Metals Company, 
Va., 
land 
| pany. 


has been appointed New 
sales manager for the 


Eng- 
com- 


| tional 


340 


| 


Rey- | 
Richmond, | 


several suggestions for 


Humor Shows for 
Children Called 


| Greatest Need 


More Nature, Religious 
and Patriotic Scripts 
_ Also Suggested 


| New York, Feb. 5.—Greater stress 
on humor, nature, religious and 
| patriotic subjects in children’s radio 
/programs was urged here today by 
Mrs. Dorothy Lewis, vice-chairman 
of the Radio Council on Children’s 
Programs. 

Mrs. Lewis spoke at a 
of national and state officers of 
leading women’s and parents’ or- 
ganizations, sponsored by the Na- 
Association of Broadcasters. 
She has just returned from visiting 
radio stations located in 168 
cities in 39 states. Her five and 
one-half month survey was made 
possible by a grant from NAB. 

Mrs. Lewis commended broad- 
casters for the improvement in 
youngsters’ radio fare, and offered 
further ad- 


meeting 


ONE OF A SERIES PRESE 


NTING THE MEN WHO MAKE 


FREE & PETERS SERVICE 


Four years, Syracuse 
University 

One 
Co, 


year, Sears, Roebuck & 


One year, Standard Oi! Co, 


Seven years, Radio Station 
WFBL, Syracuse 
Free & Peters (New York 


Office) since Mar., 1940 


tients, get 
a load of 


EWART M. BLAIN! 


During his seven years with WEBL, 


contacting local and regional 


advertisers, writing commercial continuity and planning merchandis 


ing for his accounts 


in other words, doing a complete service 


. 
job 
. 


for them—Ewart Blain learned there is no “rule book’ for radio 
advertisers. Each advertiser has a little different problem, and re 
quires individual study and specific planning. 


He learned that buying radio time 


is almost as uncertain as buying without statistics. 


kind of 


on the time you select, and the 
reach. For example: 
the late afternoon. If you've got 


program on a competitive station at the same time, 


And that’s 
all of which practically scream 


wasting vour money... 


Lots of stations run special 


on the basis of general statistics 
So much depends 
audience you're trying to 
sports reviews in 
a man’s product on an ordinary 
you're probably 
illustration out of many 


the story of spot broadcasting! 


only one 


Ewart Blain and all our fourteen top-notch men know most of the 


things that affect the 
markets listed at the 
to you, without cost. 


right. 


not an immediate prospect for any 


success of radio in the 
Their time 
They are eager to be helpful, even if you are 


twenty-three 
and experience 


important 


are available 


of our stations. That's the way 


we work in this group of pioneer radio-station representatives. 


My FREE & PETERS, 


Pioneer Radio Station R 


LS 


Since May, 1932 
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See DES MOINES 
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Ctkeare: 180 N. Michigan 


New Yok: 247 Park Detroit: New Center Bldg. 


San Francisee: 111 Sutter 


Los Angeles: 650 S. Grand Atlanta: 322 Palmer Bldg. 


Franklin 6373 Plaza 5-4131 Trinity 2-8444 Sutter 4353 Vandike 0569 Main 5667 
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vances. A formal report of her sur- 
vey will be completed and sent to 
agencies within the next 30 days. 


Few Humorous Shows 


There are approximately 1,800 
children’s shows on the air each} 
| week, exclusive of network dupli- 


‘cations, she reported. Only one or 
|two of these appeal 
‘sense of humor. Religious, 
and patriotic programs are 
needed, she said. 

Mrs. Lewis recommended that 
more education be incorporated in 
entertainment shows, and that more 
showmanship be used in educa- 
tional broadcasts. She also urged 
that educators be encouraged to 
make constructive criticism of chil- 


also 


dren’s radio, and that women’s 
clubs form study groups to learn 
radio technique. 

She singled out for praise pro- 
grams which use juvenile talent, 
particularly those in which chil- 
dren help write the scripts. Also | 


lauded were quiz, news and musical 
broadcasts. Crime and _ gangster | 
shows, she said, “should be mec 
cast after the younger children have 
gone to bed.” 
She suggested that networks and 
leading independent stations hire 
special script writers to experiment 
in the field of radio for children, 
and praised General Mills, Inc., for 
its constructive action in making a 
$4,000 grant to the University 
Iowa for research in the field. 


Try to Implement Code 

Mrs. Lewis’ trip was underwrit- 
ten by the NAB in order to clarify 
what steps should be taken to 
achieve the aims expressed in the 
|section of the NAB code which 
|deals with children’s programs. “In- 
|dividual stations,” she _ reported, 
“are making sincere efforts to abide 
_ by these regulations.” 
| Others who discussed various 
laspects of the juvenile radio prob- 
|lem were Dr. Herta Herzog, psy- 
'chologist; and Dorothy Gordon, co- 
ichairman of the committee on 
j/human relations, National Council 
|of Women of the United States. 
| Another section of the NAB code, | 
that relating to the limitation of | 
commercial announcements, came 
in for attention today at the weekly 
| meeting of the Radio Executives 
'Club. Members of the NAB code} 
|committee, headed by Edgar Bill of | 
'Station WMBD, Peoria, attended | 
}and answered questions. 
| Mr. Bill declared that the code 
| was adopted in the belief that what | 
jis good for listeners is good for ad- 
|vertisers. He praised stations, ad- 
|vertisers and agencies for their co- 
operation in making the code work. 
| Ed Kirby, NAB public relations 
|director now on loan to the Army, 
briefly outlined the six points in the 


code. He also mentioned Army 
regulations for broadcasts from | 
military camps, pointing out that 


the disclaimer that “this broadcast | 
does not constitute Army endorse- 
ment of sponsor or product” must | 
be made before and after each pro- 
gram. Quiz prizes can be given to} 
soldiers, he added, but regulations 
prevent their being contributed to 
a company fund. 


Hartwell eads Holyoke 


Frank O. Hartwell, executive 
vice-president and secretary of the 
Holyoke Card and Paper Company, 
Springfield, Mass., who has been 
with the company 45 years, has 
been elected president to succeed 
the late John B. Van Horn. Thomas 
A. Flockhart was _ elected vice- 
president and Arthur Beston, treas- 
urer and clerk. 


Harry Storin Appointed 
Harry Storin will resign from the 
advertising and promotion staff of 
the Springfield Newspapers, Spring- 
field, Mass., on Feb. 15 to become 
director of advertising and publicity 
for the Edward J. Carroll Enter- 
prises, operator of Riverside Park, 
Agawam, Mass., and theaters in 
Boston and Maine. 


Edwards Joins Seeds 

Fred L. Edwards, commercial 
manager, KFJZ, Fort Worth, Texas, 
and formerly with Columbia Broad- 
casting System, New York, has 
joined the Russel M. Seeds Com- 
pany, Chicago, as radio time buyer. 
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BEET GROWERS BUSy 


BEET SUGA 


It's a sweet business if you can get it 
and the Farmers & Manufacturers Beet 
Sugar Association, Saginaw, Mich., and 
the Western beet sugar growers intend 
to see that as much of it is gotten by 
beet sugar as possible. These two news- 
paper pages, one in colorgravure and 
the other in black and white, ran in 
Detroit and Salt Lake City the same 
week. 


Offers 3 Ad Courses : 


Three new advertising courses [7 
are being offered by Cleveland Col- [7 
lege. Howard Meermans, Meer- 
mans, Inc., Cleveland agency, will [7 
| teach “Advertising Procedure and |” 
Practice,” and Clarence H. Me- | 


Gregor, associate professor, will 
teach “Retail Advertising’ and 
“Principles of Advertising.” 


Runyon to Join Bates 
Jack Runyon, for 13 years head 
of the Lord & Thomas office in 


Hollywood and more recently wit! 
Buchanan & Co. on the West Coast, 
will join Ted Bates, New York, 
Feb. 17. He will be in charge of 


the radio department. 
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Write for Photo Library 
of 2000 Subjects 


425 5S. WABASH AVE. CHI 
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OKLAHOMA’S FORT SILL 
BECOMES A CITY OF 40,000 


From Colorado, from Arizona, from New Mexico, from Arkansas 
and from every corner of Oklahoma men are pouring into Fort Sill. 
In and around the fort carpenters, painters, stone masons and brick 
layers are hurrying to completion accommodations for the 32,500 men 
who augment the regular garrison of 7,500 which populated the fort 
lat August and who now make Fort Sill the nation’s fifth largest 
army training center. 

To the man in the street this represents troop mobilization, a 
vital and necessary step in our national defense. To the manufacturer 
this concentration of manpower presents still another side. To him it 
is a movement of markets, the greatest market shift since 1917. 


Failure to match distribution and sales effort to this movement can 
easily mean a loss of business to more alert merchandisers. 

This shifted, 32,500-man increase in buying power now becomes 
a definite part of the Oklahoma City market. It becomes an animated 
target for wide-awake sales managers. The Daily Oklahoman and Okla- 
homa City Times are the only newspapers with a staff newsman at this 
camp for complete and comprehensive coverage. The Oklahoman and 
Times are the only newspapers able to furnish the camp with world 
news only hours old through their own company-owned and operated 
Mistletoe Express service. The Oklahoman and Times are the most 
powerful selling forces in this huge and still-growing market. 


vw THE DAILY OKLAHOMAN 


OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN ¥ MISTLETOE EXPRESS ye WKY, OKLAHOMA CiTy yy KVOR, COLORADO 


SPRINGS y¥ KLZ, DENVER (Under Affiliated Mgmt.) Ye REPRESENTED BY THE KATZ AGENCY, INC. 
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MIANDIS 1940 A RECORD WEAR 
FOR Wels WASLUINGTON POST 


No, this isn’t another brag ad. It’s a confirmation of your 
sound judgement in placing advertising with us last year. Because 
The Washington Post’s progress in advertising linage — in the face 
of traditional space buying precedents—helps prove you were right. 


What was that progress? 1940 was the 8th consecutive year 
that The Post increased its per cent of the Washington advertising 
field. No other Washington paper has such a record. In 1940 The 
Post gained in every major linage classification. No other Wash- 
ington paper can say the same. And the Post's gain in retail was 
made in spite of a rate increase. 


We know even better than you that The Washington Post is 
not the circulation nor the advertising leader—as yet. So we thank 


you doubly for the increased linage, because it represents a delib- 
erate decision on your part to weigh values as well as figures in 
buying space. 


You gave due consideration to the value of reader interest— 
recognized The Post’s position as Washington's outstanding news- 
paper, in news, editorial comment, features. You gave due con- 
sideration to the value of purchasing power — realized that Post 
readers average higher incomes, have more, buy more. 


And because you used your mind as well as your slip-stick— 
and because a lot of other space buyers, for retail stores and 
national advertisers alike, did the same — The Washington Post 
carried more advertisins in 1940 than ever before. 


The Washington Post 


Washington's Home Morning Newspaper 
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Careful Planning 
Solves Pontiac's 


Used Car Worries 


10-day Checkups and 
Sales Promotion Aid| 
Dealers 


By H. E. GRONSETH | 


Detroit, Feb. 6.— A _ carefully | 
planned used car advertising pro-| 
gram made up of classified news- | 
paper advertising and direct mail 
has brought Pontiac Motor Division 
gratifying results, clearing the decks 
for volume new car business at a 


a ~ 


used car trouble that they chec, 
their dealers’ individual used car 
figures every ten days and any 
dealer, big or small, with more thay 
15 used cars in stock is classed as , 
“Potential Problem” dealer. And t, 
go a step further, if the dealer j, 


/not turning one-third of his useq 
‘ear stock every ten days he 


S in 
trouble so far as Pontiac is con. 


cerned. And, of course, 15 used cars 
is no stock at all for a good <izeq 
dealer. 


Check Stocks Every 10 Day. 


On this ultra-safe basis there 
were 1,143 dealers, out of a total! of 


| almost 4,000, with 15 or more \seq 


cars on Jan. 20. But only 691 hag 
more than a 30-day turnover. Tp» 


| put it the other way, 82.35 per cent 


|of all Pontiac dealers in the United 
States are now getting a 30-day 
| turnover or better. Much of this ex- 
cellent showing, in the opinio) of 


time when the seasonal trend is Mr. Vredenburg, is due to the c :re- 


normally downward. 

Nightmare of automobile sales 
managers is the bogging down of 
new car sales in January, due to the 
large percentage of dealers’ work- 
ing capital tied up in excessive used 
car stocks. This problem frequently 
has beset Pontiac as it has other 
major manufacturers, and last Sep- 
tember D. U. Bathrick, general sales 
manager, and Dale Vredenburg, 
used car manager, looked ahead and 
decided to solve it. 

In November and December, they 
knew, high-priced used cars are 
traded in when the national center 
of interest is on the new models. 
Salesmen and dealers alike lose in- 
terest in used cars in the thrill of 
new car sales. But the used cars 
always piled up. And the problem, 
as Bathrick saw it, was to move the 
used cars during the key months of 
November and December and keep 
the track clear for new car sales. 


Keep Ahead of Trouble 


A program was laid out early last 
fall with the theme “Keep Out of 
Trouble by Keeping Ahead of 
Trouble.” First the field organiza- 
tion was called in to cooperate and 
check dealers’ used car merchandis- 
ing activities and actually to see 
that used cars were reconditioned 
and ready for sale as fast as they 
were taken in trade. 

The next step was to let the pub- 
lic in on what was going on. Dur- 
ing November and December Pon- 
tiac supplied its dealers with more 
than 3,500,000 pieces of used car 
direct mail. January has added an- 
other million pieces to that figure. 

Also available was a complete 
advertising portfolio including 
classified, classified display, radio 
and other tested merchandising sug- 
gestions which dealers could use lo- 
cally. Mats of these advertisements 
were free upon request and thou- 
sands were supplied. As a result 
Pontiac used car advertising began 
to stand out in newspapers. It was 
no longer the hit-or-miss type of 
advertising of a dealer working 
alone but clear-cut, effective adver- 
tising based on the factory’s na- 
tional experience. 


Supplies Selling Guide 


Then Pontiac placed in salesmen’s 
hands a simple used car selling 
guide entitled: “If It Sold "Em New, 
It'll Sell "Em Used.” In it, the basic 
qualities of all popular makes of 
cars were dissected and simplified 
for the used car salesman’'s use. 
Great emphasis was placed on the 
plain but often forgotten fact that 
“a used car is a new car to the man 
who buys it and is a very important 
investment to him.” 

“Our aim was to put our sales- 
men in the position of the buyer 
rather than the seller,” Mr. Bath- 
rick explained. “Thus a_ greater 
sympathy was created, the impor- 
tance of a used car transaction was 
underlined, and results were ap- 
parent immediately. Pontiac’s used 
car stocks are now well in hand 
and, as of Dec. 31, fewer dealers 
were in used car difficulties than at 
the same time in any previous year. 
During December our dealers sold 
37,452 used cars and brought the 
total for the year to 449,097. Stocks 
turned over 11.6 times during the 


year, or once every 31.5 days.” 


Dale Vredenburg, used car man- 
ager, points out that Pontiac goes 
so far down the road to head off 


fully planned used car advertising. 
_ It has been proved time and ‘ime 
jagain, the Pontiac sales manuger 
declares, that used car prospects re- 
spond quickly and at low cos! to 
|direct mail. For that reason, the 
|}company urges every salesman to 
|make direct mail an important part 
/of his sales procedure and look upon 


it as his leading source of prospects. 


| suthiaieiabiciioniemte 
Ralph Rindfusz Takes 
Fact-Finders Post 


Ralph E. Rindfusz, who resigned 
last December as president of the 
Periodical Publishers Association, 
has joined Fact-Finders, Inc., New 
York research service, as president 
He succeeds George Johansen, who 
will devote all his time hereafter 
to the Advertising Distributors of 
America, of which Fact-Finders is 
a division. 

When he relinquished his _ post 
after 17 years with the PPA, Dr 
Rindfusz announced he would retire 
to his farm in Vermont. He was 
formerly a member of the faculty 
of the University of Illinois and 
secretary of American’ Writing 
Paper Company. 


. ” . “” 
Spink Named “Time 
Advertising Manager 

Shepard Spink, formerly man- 
ager of the Detroit and Cleveland 
offices, has been appointed advertis- 
|ing manager of Time. He has been 
a member of the organization since 
1933. 

Mr. Spink fills the vacancy caused 
by the assignment of F. DuSoissoit 
Duke to a War Department post in 
Washington. 


Coffee to LeQuatte 

Baker Importing Company, New 
York and Minneapolis, has ap- 
pointed H. B. LeQuatte, New York, 
to handle advertising of its new 
Barrington Hall Instantly Soluble 
coffee. Test newspaper campaigns 
will begin this month in several 
cities. 


H. B. Heberling Promoted 
Harold B. Heberling, former re- 
tail sales manager of the Chrysler- 
Detroit factory branch, has _ been 
promoted to Pacific Coast sales 
supervisor for Plymouth. 


BEST POINT - OF - SALE 
ADVERTISING BUY 


Manufacturers of both Gas and 
Electric appliances are regular 
users of Newscolor broadsides. 
No other medium of printed 
advertising offers so much for 
so little cost. Large size, ful! 
color, dramatic appeal—al! for 
as little as one-half cent cach. 
in sizeable quantities. Send for 
copies of Newscolor pieces 
we've printed for well-know® 
appliance manufacturers. 


SHOPPING NEWS 


Rewscolor Division CLEVELAN! 
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MARCH 


29 


NATIONWIDE 
CHANGE OF 
RADIO 
FREQUENCIES 


RADIOS GREATEST OPPORTUNITY 
IN SPECIALTY SELLING! 


IN RE-SETTING 10,000,000 PUSH BUTTON RADIOS, 40,000 RADIO MEN 
WILL ENTER MILLIONS OF HOMES AND SELL ADDITIONAL RADIOS, 
NEW TUBES, REFRIGERATION AND OTHER HOME EQUIPMENT 


On March 29, when dial positions on 50,100,000 radios will be changed 
and push buttons on 10,000,000 receivers must be re-set, millions of 


» homes will be open simultaneously for sales and service. 


Salesmen will GET IN. 
On the spot 


And SELL. 


Kind out what is needed. 


or soon afterward. 


This greatest-of-all specialty selling jobs will be done by set dealers 
and service dealers who are readers of RADIO §& Television RE- 


TAILING—dealers whose major business is radio, phonegraphs 


Thanks to the Re-allocation plan of the Federal Communications 
Commission, the need of a simple service job on millions of radios all ier: 
at once, furnishes an unprecedented opportunity to sell new radios, and records, supplemented by electric appliances and other activities. 
much-needed tubes, parts and equipment, electric refrigeration and 


If you manufacture a product that is used in the home, your distribu- 
many other products for the home. In fact, the radio industry is tion can be expanded, with telling effect, by advertising to these radio 


doubly fortunate in having the Re-allocation plan go into effect at a outlets. 


time when public buying power is being restored by defense and 


general business improvement. 


In contacting all these homes, radio is the primary approach. It 


opens the door. Leads inevitably to the sale of other things. 


To Manufacturers 
of RADIOS 
Never before have you had such a concen- 
trated mass market to sell, all at once, and 
by invitation! Every set owner who orders 
push button service knows that he is exposing 


himself to sales effort. Every dealer and 


To Manufacturers of 
TUBES, PARTS, ete. 


Ke-allocation gives you the biggest break in 
the history of radio. The push button job is 
only the starter. Tell the dealers and service 
men WHY your products should be used 
\dvise them to get good prices. Caution 
them against substandard merchandise. Also: 


age, 250 jobs per man. 
would be big business, They all want to 


know how they can best handle the big vol 


A campaign in RADIO & Television RE'TALLING now, will serve 


a triple purpose: 1——Immediate volume from the big specialty sell- 


ing campaign. 2—Unlimited prospects for future closing. 3——Addi- 


tional year-round distribution. 


To Manufacturers 


To Manufacturers of Refrigeration 
of Servicing Equipment 


and other Appliances 


fen million push button sets, and only 40,000 This great selling campaign by the radio in- 


servicemen and dealers to do the job! Aver dustry can give your business a quick na 


tional spread. Distribution through the radio 
channel always has been a great advantage 
to several companies who manufacture both 
appliances and radios. But it is also avail 


\ quarter of this 


servicem: ; centive _ : , = .— or — . a able to those who make appliances only. 

ceman is receptive to lines with a quick sell complete tube replacements. ume in a short period. Impress upon them: Over 80% of the dealers sell appliances of 
SAlesS § *! They > > . , , , ph . 

'ppe ul. hey should be urged to: sell antennas for loop sets that are jack the necessity for accuracy as well as one type or another, hey are important 

plan a comprehensive local drive equipped. speed. and necessary supplementary lines. Now they 


draft every qualified employee 
carry a compact on every call. 

sell repairs as well as re-set buttons. 
emphasize limitations of old sets. 


sell up, ie. arrange appointment for 
demonstration of a combination. 


Use the advertising pages of RADIO & 


ABC-ABP 


sell noise filters and check up on appli 
ances being used. 

check power supplies, filters, speakers. 
etc., for need of replacement. 

loan new sets during repairs whenever 
possible. Will help you make sales 
keep card records for future servicing 
and selling. 


have a greatly multiplied opportunity to sell 


how to conserve time for selling ; 
both. Your story to the dealer should show: 


tvpes of equipment they should take P . , 
7 why he will benefit by pushing your 
product. 

types of equipment needed in the shop. how vour line fits the demand or the 
: trend 


with them 


the importance of portable equipment how he can build up a great new pros 
pect file tor immediate or future clos 
meters, ete. in. 


tube checkers, signal generators, multi 


Television RETAILING to tell dealers WHY and HOW 


they should merchandise your product. 
A McGRAW-HILL oe 
PUBLICATION H All | (} and /elovision _ - 
: West 42nd Street 6, 
AeA RETAILING 


New York 
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Closer Scrutiny 
of §. American 
Papers Is Urged 


Editorial Viewpoint 
Being Given Greater 
Weight by Exporters 


Chicago, Feb. 6.—Exporters at- 
tending the world trade conference 
here today confessed a change of 
heart in advertising U. S. products 
in Latin-America. Reversing an 
earlier trend, they are scrutinizing 
the media for signs of anti-Ameri- 
can sentiment. Advertising, they 
said, is being restricted more and 
more to newspapers and magazines 
which support the drive for Pan- 
American solidarity. 

Only a year ago, participants in 
an informal forum recalled, adver- 
tising was being placed on a “busi- 
ness is business” basis. But manu- 
facturers and exporters now watch 
for any sign of anti-Americanism, 
if not pro-Axis sympathy. Distrib- 
utors, it was said, should be forced 


to show that media chosen are not 
anti-American. 
One exporter pointed out that a 


distributor sent back single pages 
carrying advertisements — with 
critical editorial pages left con- 


veniently at home. Credit was given 
the committee headed by Nelson 
Rockefeller, on improving cultural 
and economic relations with Latin- 
America, for its recommendation 
that close watch be kept on edi- 
torial policies among suspected 
anti-American media. 
Sees Shortwave Boom 

Eugene Sitterly, publisher of 
Importers Guide, predicted before 
a luncheon crowd of more than 600 
that shortwave broadcasting would 
play an increasingly important part 
as a consumer medium for Ameri- 
/can exporters. Radio, he said, has 
built confidence in Europe and 
South America by uncensored pro- 
igrams of every type. 
| “We have had sound export trade 
‘and industrial consumer mediums 
‘published in this country, and 


widely read abroad, but we have | 


|/not had an all-inclusive consumer 
medium which our exporters could 
|/use in conjunction with their ex- 
| port trade paper and newspaper 
campaigns,” he said. 
Delegates attending 


the annual 


| | 
conference, which is sponsored by 


the Chicago Association of Com- 
merce and the Export Managers 
club, heard Dr. Melchior Palyi, well 
known economist, paint a gloomy 
picture of post-war trade. 


for Great Britain, but said England 
—if she wins—may try to rebuild 
on a high protection and subsidi- 


zation basis. “Then,” said Dr. Palyi, | 


“the war will be lost from an inter- 
national trade aspect.” 


“Can’t Afford Non-Essentials” 


President E. A. Stephens of the 
Port of New Orleans board of com- 
missioners urged full use of adver- 


|tising in all media to make Latin- | 


’ 


America “Central West conscious.’ 
He listed as the first step in im- 
proving inter-American relations 
the finding of markets in the Mid- 
west for products from  Latin- 
America. 

|, In a speech broadcast to South 
|America by shortwave _ radio, 
| Undersecretary of Commerce Wayne 
|Chatfield-Taylor warned exporters 
and importers that “you must not 
‘attempt to force non-essentials on 
|markets which require essentials— 
/on countries which must carefully 
ration foreign exchange. A Ger- 
/man-dominated block on the conti- 
nent, he said, might force the 


” 


He 
termed the war outlook favorable | 
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FOR HOME TOWN 


_ NICKEL or PENNY 
Parking Meters for Hartford ? 


Mutual Billings 
Up in January; No 
Report on Others 


New York, Feb. 5.—Mu 


| MERE IS THE LATEST EVIDENCE, PRESENTED TO HELP ALL CORCEMMED— | Eroadcasting System billing de 
City Officials, Police Dep't., Business Men, and the Motoring Pablic— | January showed an increase 59 
“wees | per cent over the same mon‘) of 
ae 1940. Last month’s volume to‘aleg 
ee | $505,231, compared with $31) 729 

==“ |for January a year ago. 
‘=== | Columbia Broadcasting Sytem 
=> and National Broadcasting m- 
Ont geese |pany this week announced they wil] 
“== (no longer make public their jj. 
|lings. Instead, all data on the yp. 
| ject will be turned over to the Na. 
tional Association of Broadca ters 
peeveuee which is expected to release re; orts 
po madeselr ait /on the progress of the two netw irks 
eaves in terms of broadcast units re her 

==" than dollars. 

MH. RHODES inc, The unit system was adopte | at 
ot Sties last summer’s NAB convention ang 
_______... | the association has begun the c)m- 
M. H. Rhodes, Inc., maker of parking | nijation of statistical material  oy- 
meters, gets an unusual chance to push ering spot as well as network rodio, 


their advantages in newspaper adver- 
tising in its home town of Hartford, 
Conn. 


Paralene Names Piedmont 


sili an Paralene Products, -Inc., New 
United States to unite in a trade York, has appointed Piedront 
block embracing fellow American | agency, New York, to direct >ro- 
republics and other democratic na-| motion of its cleansing cream and 


tions. 

“Such a block,” he added, “‘would 
offer more resources, and an oppor- 
ltunity for a higher standard of 

living, than could be offered by any 
|similar or competitive group. There 


~ 


SS 


is 


land considerable direct mail. 

It was also learned that circula- 
tion of the four-month-old South 
|American edition has now reached 
ithe 250,000 mark. The circulation 
|guarantee to advertisers has been 
raised once again, this time to 200,- 
000. Selling the available space is 
no problem, for all has been sold 
out until March, 1942. 


R. H. Alexander Resigns 


UMPING THE GUN? Not a 
bit of it—Spring will soon be 
s here. It's February, already! 


And soon, millions and millions 
of car owners will be getting their 
cars ready for Spring and Sum- 
mer driving. From draining ra- 
diators to differentials — these 
change-over operations for sum- 
mer driving are vitally necessary. 


It's a stampede! This national 
change-over period lasts an in- 
credibly short time. Car owners 
want these services done —‘’and 
right now,” too. 


TRIBUNE TOWER 


They go where they are best 
served, quickly, too—and that’s 
to the Super Service or gas sta- 
tion. 


Fifty car owners go to these re- 
tailers where one goes to a car 
dealer or garage. And the Spring 
Check-Up issue of The SUPER 
SERVICE STATION is the number 
one publication for these wide 
awake retailers who greet you 
from their gas pumps. So get your 
sales story in this Spring Check- 
Up issue — out April first. 


First forms close March 15! 


THE IRVING-CLOUD PUBLISHING CO. 
CHICAGO, ILL. 


R. H. Alexander has resigned as 
sales manager of the General 
Shaver Division of Remington 
Rand, Inc., Bridgeport, Conn., to 
establish his own business. He has 
been with the company three years. 


NBC Expands Short Wave 


National Broadcasting Company 
has expanded its international short 
wave division with the appointment 
of Louis E. Tilden to the newly 
created post of Middle Western 
representative, with headquarters 
in Chicago. Mr. Tilden was for- 
merly with Averill Tilden & Co., 
and Tilden Brothers & Grannis. 


Grey Issues Sales Study 
Grey Advertising Agency, New 

York, will issue “How to Increase 

Your Business Through Department 


Stores,” by Arthur C. Fatt, execu- 
tive vice-president of the agency, 


and E. B. Weiss, consultant, Feb 
20. The study is based on a case 
history of the daily operations of 
232 stores. Copies will be avail- 
able to manufacturers at $7.50. 


at's tc one Tee = 
vos foe iy oe oe ae, 
- aa =>. 


rhe 


rs bs 


a wai a: 
- Gap . iss + _ 


shampoo. 
% 
|need be no fear that economic pres- 
| 
| Chappaqua, N. Y., Feb. 5.—Ex- 
ments over six stations scattered 
termed the advertising a test to see | 
articles appearing in the current under 00 
a little research work for the maga- 
Mr. Cole declared that no plans 
|limited to scattered newspaper copy 
What do you advertise for 
goes exactly where home 
0-10-1001 


jsure could break down such a ii 
}union, or that such a group could Old EI 
“Reader's Digest’ _ 
Tests Spot Radio home building 
perimenting with radio advertising , 
for the first time, the Reader's Di- | 
throughout the country, it was re- | 
vealed here today. 
iif radio can succeed in increasing 
newsstand sales of the magazine. 
issue. The business was _ placec 
through Batten, Barton, Durstine & : 
ite researeh than in all larger places, 
zine in 1€ pas — an me 
Both stati I k and one-m iS shown by Department of 
j|have been made for an expansion 
jof radio efforts. Previous adver- 
home-use, home-building, 
home equipment ? 
activity is greatest — 
1,825,000 circulation, mst 
with THE HouseHoto M42 
Arthur Capper, Publisher, Topeka, Ka’ 25 


| not resist economic invasion.” 
on 6 Stations 
a . 
|gest is using transcribed announce- | 
| 
A. L. Cole, business manager, 
Copy limited to mention of 
Osborn, New York, which has done 
jute announcements are being used. 
| 3) 
|tising by the magazine has been | Labor figures (1940 VS. , 
THE HOUSEHOLD MAGAZINE 
in places under 25,000 
New York - Chicago = Detroit ~ San francs 
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1. LIFE is now the number one magazine of 
grocery products advertising... 


... now Carrying more advertising of grocery 
products than any other of the four big weekly 


magazines, and more than any monthly magazine. 


2. LIFE is now the number one magazine of 
drug products advertising... 


... Now Carrying more advertising of drug prod- 
ucts than any other of the four big weckly mag- 


azines, and more than any monthly magazine. 


WHY? 


Because LIFE is eagerly read every week by 


an audience of more than 20,000,000 men, 


women, and young people... 


Because these 20,000,000 people are the 
good customers of drug and grocery stores 


in every town and city in the United States... 


And because LIFE is the most potent mer- 
chandising force in America today, stores 


everywhere are finding that displays and 


local advertising tied up with LIFE adver- 


tising are sure-fire weapons for extra sales. 
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Fluorescent Light 
Industry Promises 


‘range all the way from 15,000,000 
| to 32,000,000. 

Scientists claim that fluorescent 
| lighting is the nearest approach to 
natural daylight yet achieved. 
Other advantages claimed are that 
lamps get only half as hot as the 
incandescent variety and yet give 


which advertises itself as “the pio- 
neer,” General Electric Company 
and Westinghouse Electric & Mfg. 
Company. Hygrade and Westing- 
house make fixtures as well as 
lamps, while G-E concentrates on 
the latter. Over 100 other compa- 


nies are in the fixture end of the | 
business. 

Advertising of the new lighting | 
equipment will be stepped up this | 
year, although at a pace nowhere 
near that of the sales curve. Gen- 
eral magazines are on the schedule 
of all three major lamp manufac- | 
turers, in addition to business 
papers in fields where sales have | 
been heaviest. 


All Boost Budgets 


Hygrade has boosted its budget | 
for this year more than 25 per cent. 
Separate campaigns are being 
launched for lamps and fixtures. A 
total of 24 color insertions in The 
Saturday Evening Post, Time and 
three business papers will promote 
the lamps. Miralumes, Hygrade’s 
fluorescent fixtures, will be sup- 


“SELL THE HOUSEWIFE AND YOU SELL ALL“ 


twice as much light per watt. 


to Become a Giant 6 much Mat 


Sales Leap Upward so far, factories and stores have 


H been the most important market 
Following Introduction for fluorescent equipment. Little 
Late in 1938 


| progress has been made to date in 
tapping the residential market, 

New York, Feb. 5.—An industry | where unsolved 
success story almost unparalleled in 


problems include 
high installation costs and interfer- 

business history is being written 

daily as fluorescent lighting gains 


ence with home decorating schemes. 
The national defense program 
new supporters and pushes on to|has been a boon to the industry. 
new sales records. New factories being erected to meet 
Less than three years ago, in the |the war menace are grade A pros- 
spring of 1938, fluorescent lighting | pects for fluorescent lighting, and 
was unveiled to the public. In its doubtless the tremendous rate at 
first year, lamp sales totaled 250,000 | which the industry has expanded 
units. By 1940, estimated volume | is due in part to this factor. 


had reached 7,000,000. Forecaste | Leading companies in the field 
by industry leaders for 1941 sales | are Hygrade Sylvania Corporation, 


FLUORESCENT LIGHT | 
| 


= 
—_—, 


Lamp Makers 
Launch Heavy 
Lal Campaigns 


Better 
spend over $100,000 in 1941 


'developed about the theme, 


| Ev erybody.” 
to show 

young 
lamps as the answer to all of ¢} 


the various 


represent members of a 


eee f 
e- wivents Corp. Iprmich Saw 


CHEck THESE tan lamps. Copy will 


cme nana 


all 


how every wish is fulfilled. 


spread appears 
| American, a central lamp 
\featured with a typical family ex. 


seems wen ee 9-8. er ee ee 
on © ee ee ee Fee 
~~ - 


low. 


Hygrade mi MIRA UMES 


Word 5 Outy Commpletety Ge 


That's the lowest quotation “per ear” you can get in the Cleveland 
Market! WTAM, with its primary coverage of over a million and a quart- 
er radio homes, not only can reach more ears than any other Cleveland 


station but, day in and day out, actually does reach more of them. 


Just compare WTAM on this basis: Take the 15 minute daytime rate of each 


Cleveland station. Divide by the number of radio homes each claims in 
its primary area. But don’t stop there because that will only give you 
reachable ears. 


Go one step farther. Take a survey . . and look at the 


. any survey . 
number of actual listeners each station has, all day, all night, all week. 
WTAM leads. 


That's why WTAM is the “lowest-cost-per-ear-station” 


WTAM delivers more listeners, more regular listeners. 


in Cleveland, the 
biggest advertising value, the most consistent choice of local, spot and 
Red network advertisers. 


50,000 WATTS 
NBC RED NETWORK 


OWNED AND OPERATED BY NBC 


aSy, BY SPOT SALES OFFICE 
ee 


A an 


= eo ce 


i\Gardens, 

|House & Garden, 

and Hygeia. 
Later, 


| A typical Hygrade magazine insertion, 
| featuring fluorescent lighting fixtures. 


|ported by copy in 21 publications, 
‘including Business Week, Fortune, | progresses. Business 
Time and United States News. reaching the retail lamp 
Business papers also on the list are | field will be used as well as direct 
in such widely scattered fields as | mail. 

beauty shops, textiles, grocery Foster & Davies, 
stores, laundries and architecture, "agency. 


Hygrade’s 1941 advertising, 
placed through Biow Company, FLEUR-O-LIER GROUP 
stresses the “world’s only complete PLANS CO-OP DRIVE 
guarantee on fluorescent lighting Cleveland, Feb. 6.—The 
fixtures.’ The slogan is “fluorescent | O-Lier Manufacturers, 
at its finest.” 

G-E will promote its fluorescent 
lamps this year in the pages of 
Business Week, Collier’s and The 
Saturday Evening Post. The com- 
pany will make an attempt to crack 
the residential market, and will use 
space in Interior Design. Foster & 
Davies, Cleveland, has the account. 

G-E officials estimate that 28 per 
‘cent of all the large lamps the com- 
pany will manufacture this year 
will be the fluorescent type. Plans | 
have been made to make and sell | 


Cleveland, 


scent fixtures, expects to 


introductory program last 


business magazines 


bers of the group. 
Foster & Davies, 
the account. 


Joins Weiss & Geller 


20,000,000 lamps and capacity can 
be expanded if necessary. John Derman, formerly with J 
Stirling Getchell and Swafford & 
Patent Problems Plentiful Koehl, New York, has joined the 
Westinghouse advertising of flu- |@%t department of Weiss & Geller 
orescent equipment will be ex- New York. 
panded considerably this year. 


Pioneer Salt to Korn 
Pioneer Salt Company, 
phia, 


Lamps will be promoted in Busi- 
ness Week, Newsweek and Time, 
and fixtures in a string of business 


; es hie i . ‘onc |CO., Philadelphia, to handle adver- 
papers. Direct mail promotions, |<": ; mrt Roget 
and other dealer tie-ups, are also | using ooo > a radio cam- 
planned. Fuller & Smith & Ross — oe a 


has the account. 

Like other new industries, fluor- 
escent lighting has its patent prob- 
lems. Hygrade has instituted four 
‘suits against G-E, charging in- | 
fringement, and G-E has countered | 
by filing two suits against Hygrade. 
Westinghouse, which manufactures 
its fluorescent equipment under a | 
patent pooling arrangement with 
G-E, is not involved. It will be 
at least 18 months before these 
cases are decided. 


Two Name Durstine 
Dexdale Hosiery Mills, Lansdalt 
Pa., has appointed Roy Durstine 
|New York, to direct its accoun! 
| The agency has also been appointed 
by the Philadelphia Public Ledger 


eu) 


ENGRAVING COMPANY 


Helen Slator Named to 
Post in Defense Program 


Helen M. Slator, director of the 
'consumer division of Francis H. 
Leggett & Co., New York, has been | 
appointed secretary of the Advis- 
ory Committee on Wholesale Dis- 
tribution, with headquarters in 
Washington, D.C. The Committee 
will work with the National De- | 
,fense Advisory Commission. 
| Mrs. Slator is on leave of absence 
from Leggett for an_ indefinite 
period. She was formerly with the 
New York Times and New York 
Herald Tribune, is a director of the 
Advertising Women of New York 
and chairman of consumer educa- 
|tion for the New York City Fed- 
eration of Women’s Clubs. 


Ben Day, Line...Wet Proofing °° i. 
Claybourn Automatic 4 Color Proo 


—__—— 304 E. 45th Street, New York, N’ 
Lodwick to “Your Sport” 


Jay Lodwick, formerly’ with 
Army & Navy Journal and Sports- | 
|man’s Pilot, has joined the adver- 
‘tising staff of Your Sport. 


Cleveland, Feb. 6.—The I. —. s 
Sight Lamp Makers yj) 
push. 
ing better sight lamps with copy 
‘The 
| Lamps That Have Everythin: for 
Cartoons will be useg 
desires of 
and old with the I. & g§ 
hem 
For the most part characters wi) 
family 
and their varying demands from 
develop _ the 
qualities of the lamps and show 


Both color and black and white 
will be employed. A zigzag colo; 
in the February 
being 


| pounding its lamp problems above 
and a summary of lamp assets be- 
Other February magazines 
scheduled include Better Homes @ 
Good Housekeeping, 
House Beautiful 


Life, McCall’s and others 
will be added and it is planned to 
increase the program as the year 
publications 
selling 


is the 


Fleur- 
comprised 
of more than 35 makers of fluore- 
spenc | 
more than $100,000 in its 1941 pro- 
motion campaign after a successfu 


yea! 
National magazines, industrial and 
will be used 
the drive being financed by a per- 
centage of each sale made by mem- 


Cleveland, ha 


Philade!- 
has appointed J. M. Korn & 


—— 


Sterling Quality Photo Engrovi'? 
in Color Process, Black and white 


ing Presses...Day and Night Ser“ 


Telephones: MUrray Hill 4.0715 t 074 


W 
tion 
min! 


proce 
adm 
ment 
repli 
inter 
oppo 
draft 
and 
judg! 
the 
Atto 
Adm 
unan 
taine 
outli 
eral 
Th 
istrat 


a Col 
cedu! 
inter 


Ir 


Th 
in th 
of a 
and « 
tive | 
as “I 
be er 
ernm 
sever 
move 
fice « 
cedul 

Th 
to th 
decis 
peale 
invol 
divor 
prose 
withi 
or pr 
in th 

De 
by a 
also 
so th 
wish 
dutie 
requ 
ing h 
ing | 
inter 
view: 
exter 


x y ee ‘ ee B win * is : a : —— ; niaek Pe eet : pots : ae eae i. a Sak wry Sead Sy a ers a 4 ve ie i Sey. ee . + m ae PS al z ~ eo aye Tia 
% a : ag iets i = ae aes at ‘ ‘yi4e Wa | : . fe Pea 2. a : 3 Wr : ve be as? i co aa oa oe roe ed ey an : Z aha iy a Lee oz ey. ee is Bee 7 
Feb: 
“3 10 Se ns a 
o% J 
a seat Mei race I 
<soh tesserae 
a OnLy . 
ane ss 
i ee | RES aN ac, ant jem ona 
+ 5. fr = ¢ “ ise Br aoe + o Boas" aod 
ee Hiymrode Minar cars thot aay toleberey.. acd aviary ovher es 
ies ™ @ eon thewrgud: of Qutless Cheate: beta bee (See ber belo 
eee ia oi San ~~ 
_ pair Pile > 
ee = V fe jo 

- | vate Le 
ck: - . wy =| —— > 
ho Oe - a 
“af sia a ‘ ~ 
eye, 

; | comp 
vee: ee. the | 
— if a D. C 
: el a a direc 

a Se. fice 
, ho Nut o > a 
ii: ." “ME ae 
on 50 8 4 —_ a, ‘a 
oh rg a = uN | : 
i % . © 
" at Wh ? ; : my Sas ; 
~~ y . S * ; ¢ Be, ‘ 
se a q i re 
ey, a . hs. 4 & 6's 
ey ~~ / i a 72 
id How Much? 36 } m@ BB 
in oii is EAs 4 fe 
Das OW ° : ime bie ny 
Mess 2 ~~ 4 i b 
Eo g . af ‘ = fe A. 
= . ae if , 
: F j a seo” Pe 
oe a : a A om 4 be a 
hoe a 
ae” 
M ee 
ee 
aan | 
' : bs. NO Ru 
ve g0 it 
“i : publi 
ss that 
an 
3 ——_———————— view 
TI 
an IS ad 
; | | ) View 
sik these 
. “Tet 
such 
, : i 3 a _ = 
9 wt 
; & ax ie oS o Tie TOE Ware Tis Fi # Sees a weky ve a ait ee gee eke os rs eer : ae al > pees are a 4 aba pea. ans Bei ‘ 4 
i lteotag , eae * ree ae ada oe ie. See, Ay et ee "aE cer meee wk ol; ~ ae 


February 10, 1941 


ADVERTISING AGE 


11 


U.S. Study Urges | 
Replacement of 
Irial Examiners 


Independent 
Commissioners’ 


in Their Stead 


Washington, D. C., Feb. 4.—Crea- 
tion of the Office of Federal Ad- 
ministrative Procedure to review 
procedure and practices of federal 
administrative agencies; appoint- 
ment of hearing commissioners to 
replace trial examiners; permitting 
interested parties to have a fuller 
opportunity to participate in the 
drafting of rules and regulations; 
and 
judgments, are reforms urged in 
the recently filed report of the 
Attorney General’s Committee on 
Administrative Procedure. While 
unanimous agreement was not ob- 


‘Hearing 
Asked 


the making of declaratory | 


Walter - Login bill, declaring that 
the creation of independent “hearing 
commissioners” and the internal 
separation of functions within agen- 
cies will supply adequate safe- 
guards. 

The complete report, yet to be 
| printed, is over 1,000 pages in 
jlength. A total of 130 pages of 
specific technical recommendations 
for changes in individual agencies 
is included. These recommendations 
may do much to reorganize pro- 
cedure in existing agencies. 


Minority Reports Filed 


A minority group composed of 
Carl McFarland, former Assistant 
Attorney General; E. B. Stason, 
dean of Michigan Law School; and 
Arthur T. Vanderbilt, former presi- 
dent of the American Bar Associa- 


tion, disagree with some of the 
findings of the full group. These 
three filed separate views on the 
need for separation of judicial from 
prosecuting functions; the uncer- 
tainties of the law respecting the 
jurisdiction of courts to pass upon 
administrative determinations; and 
the need for a statutory statement 
of basic standards of fair 
istrative procedure. 

Chief Justice Groner of the Dis- 
|trict of Columbia Court of Appeals 
/was unable to completely agree 
with either group and has filed 
separate views which in general 
assert that recommendations made 
do not go far enough. 

The report climaxes nearly two 
years of work by the committee. 
|Appointed by Attorney General 
Murphy in February, 1939, the 


admin- | 


|}committee issued monographs on 
the procedure of many of the im- 
portant federal agencies. Two sets 
of hearings were held during 1940 
to enable the presentation of views 
on the work of these agencies. 


Lane, Benson Adds Two 


The Hub Vacuum Store, Chi- 
| cago, and the Parfait Powder Puff 
Company, Chicago, have placed 
| their accounts with Lane, Benson, 
|McClure. E. Sherman Perlman will 
serve both accounts. 


Resigns Dare Account 


H. B. LeQuatte, New York, has 
resigned the account of the Virginia 
Dare Extract Company, Brooklyn. 
W. T. Elberty, associated with the 
agency for the past 14 years, has 
been elected a director. 


Meyer Kestnbaum Heads 
Hart Schatiner & Marx 


Meyer Kestnbaum, _ executive 
vice-president of Hart Schaffner & 
Marx, Chicago, has been elected 
president, succeeding Mark W. 
|Cresap, who will continue as chair- 
|man of the board of directors. 
| Mr. Kestnbaum joined the com- 
}pany in 1921 as head of the labor 
|relations department. He was 
elected to the board of directors 
in January, 1933, and was made 
treasurer in October, 1933, becom- 
|ing vice-president shortly after. He 
was elected executive vice-presi- 
dent a year ago. 


Increases WEBC Power 

| WEBC, Superior, Wis., has been 
|}authorized by the FCC to increase 
its night power from one to five 
| kilowatts. 


tained by the committee the broad | 


outline of the report received gen- 
eral approval. 

The proposed Federal Admin- 
istrative Procedure Office would be 
composed of a director appointed 
by the President and confirmed by 
the Senate, an associate justice of 
D. C. Court of Appeals, and the 
director of the Administrative Of- 
fice for the U. S. courts. This 
agency, it is proposed, would make 
a continuing study of federal pro- 
cedure and receive complaints from 
interested parties. 


Independent Hearings Urged 
The most interesting suggestion 


in the report deals with the creation 
of a new corps of officers to hear 


and decide cases in the administra- 
tive agencies. These officers, known 
as “hearing commissioners,” would | 


be entirely independent of any gov- 
ernmental agency, would serve a 
seven-year term, and would be re- 


Now, More than ever— 


movable for cause only by the Of- | 


fice of Federal Administrative Pro- 
cedure. 
Their functions would be similar 


to those of trial judges, and their | 


decisions would be final unless ap- 
pealed to the head of the agency 
involved. They would be entirely 
divorced from any investigative or 
prosecuting activities, and persons 
within any agency who investigate 
or present cases would have no part 
in their decisions. 

Declaratory and advance rulings 
by all administrative agencies are 
also strongly urged in the report, 
so that “any interested person who 
wished to know his rights and 
duties in a specific situation may 
request a ruling, and, after the rul- 
ing has been issued, it is to be bind- 
ing on both the agency and the 
interested person and is to be re- 
viewable in the courts to the same 
extent as any final order.” 


Disapproves Special Court 


Rules and regulations should not 
0 into effect until 45 days after 
publication, it is recommended, so 
that all interested parties may have 
an opportunity to submit their 
views and comments. 

The committee found that there 
S adequate provision for court re- 


view of decisions and rulings of all 
agences, and that extension of 
these provisions would result in 
heedivss litigation. It therefore 
‘recommends against the creation 
f special administrative courts,” 
such as those suggested by the 


RVA covers 
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ATIONAL advertisers who desire a prof- 
itable return on every advertising 
dollar should be interested in this improved 


arithmetic. 


The National Geographic Magazine is 
published every month but is read every 
week by the First Million families in 


America. Its net 
1,000,000. 


paid circulation exceeds 


The life of any one advertisement in 


National Geographic Magazine extends 
far beyond the week in which the copy first 


appears. Our advertisers often continue to 


receive inquiries 


and orders years after 


their advertisements have been published. * 


Therefore, if you wish economical and 


profitable weekly coverage, place National 
Geographic at the top of your list. 


| 
™= NATIONAL GEOGRAPHIC MAGAZINE - wasHINGTON, D. C. 
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Self Regulation Best 
The baby chick industry has In the current issue of ADVER- 


achieved the proportions of an im- 
portant business, and advertising to 
the tune of more than $1,500,000 a 
year is involved in its promotion. 
Like other rapidly growing indus- 
tries, especially those operated on a 
mail-order basis, the problems of 
advertising control have been ser- 
ious. But this industry, through its 
association, 
fair trade 


functioning through a 
practice committee, has} 


established its own method of work-| 
ing with offenders, and as a result 


has cleaned up the advertising situ- 
ation with corresponding benefits 
not only to the members of the in- 
dustry but the public as well. 

This story was published in the 
February 3 issue of ADVERTISING 
AGE, and emphasizes, we believe, a 
point which is often overlooked not 
only by outside critics of advertis- 
ing, who regard government regula- 
tion as the only satisfactory answer 
to the problem of copy control, but 
also by many in the advertising 
business itself. While the authority 
of the Federal Trade Commission, 
especially through the 
powers given it under the Wheeler- 
Lea act, makes it a policeman armed 
with a powerful weapon for use 
against chronic offenders, the pri- 
mary progress of the industry de- 
pends upon a willingness to cooper- 
ate for effective self-regulation. And 
this has been accomplished by 
scores of industries. 


Is Free Publicity a Racket? 


We recently sat in on a discussion 
of free publicity by a group of pub- 
lishers whose experience has con- 
vinced them that press releases in 
many cases are merely an effort on 
the part of manufacturers, advertis- 
ing agencies and others to get some- 
thing for nothing, by obtaining 
through news and editorial columns 
publicity which properly belongs in 
the advertising pages. 


This is not a situation which is 


broadened | 


of its accomplishments in this field,| the words, ‘Western Union Tele- 


TISING AGE our legal expert, Harry 
Hibschman, traces the development 


Distr. by United Peatare Ryadieata, Inc 


of advertising controls and shows 
that the work for truth in advertis- 
ing emanated from within, and that 


; "What job? 
progress in the direction of better eee ae 


United Feature Syndicate 


| did a men's fashion column for newspapers.” 


advertising, which serves a business 
purpose and performs a social func-| 
tion as well, has been due to the de- 
termination of advertising interests 
to eliminate the frauds and fakes. Telegraph Blanks 

Mr. Hibschman emphasizes the! «pots and Dashes,” house organ 
importance of the laws which have! of Western Union, gives us an in- 
been enacted, usually at the instance) sight into the development of the 
of advertisers, agencies and media,| telegraph blank, and tells us that | 
for the purpose of penalizing those|its blank has been yellow since 
who attempt to use advertising as a| 1881, but doesn’t tell us why. 
means to defraud, and we agree that | “The telegram began 33 oo 
an the Gn te ceiteen elaine oie of foolscap and a simple brown en- 

‘ , ' velope with the words ‘By Tele- 
prefer to chisel rather than to con=| graph’ or the word ‘Telegram’ | 
duct legitimate business, are con-| written or printed on it, merely to 
cerned, these laws are necessary. identify it. There were hundreds 
But the problems of the great bulk|of early American telegraph com- 
of business men are not those re-|panies and hundreds of different 
quiring the application of legal rem-| Kinds of telegram forms. . . Some 
They can be solved most sat- | Companies sold the space on the 
isfactorily from all standpoints og of Ghete blanks for advertis- 
through cooperation and the appli- eaiiaer ‘an the color for Western 
cation of the American idea of self- Union’s telegrams made its first ap- 
regulation to eliminate competitive| pearance in 1881. The first hori- 
abuses as well as those which take|zontal yellow blank appeared in| 
advantage of the consumer. 1882... From 1911 to 1914 the globe 

Advertising, we feel, can be proud|of the world appeared centered in 


edies. 


and we agree with Mr. Hibschman i og a Lente ; 

that instead of apologizing for its In 1914 the present blank began | 
faults, advertising should take pride 2 oS ane 
ie oR me I blank for holiday greetings made 


; ite . wpoce « ite « j , . - pa 
in its progress and its achievements. |its appearance in 1910, and was a}| 


Christmas greeting blank. Since 
then Western Union has added a 
whole portfolio of gift blanks, suit- | 
contain information of interest or) able for almost any imaginable oc- | 
benefit to its readers. The editor) casion. | 
who, from the standpoint of the ad-| 
vertising department, “falls for” the | Shall We Say “Nuts!"’? 
material offered by wily press | We've just received 

agents, either has a good reason for | new sales campaign for 
publishing it, because of its inherent| Accident Insurance Company, De- 
troit, and because we feel it is 
typical of too much of the same} 
’ .. |sort of thing done by other com- 
much of the publicity! ,anies, rather than because we have 
material released by manufacturers, any desire to pick on Standard Ac- | 
trade associations and others is of| cident, we’re using it as a spring- 


news 


value, or he does not deserve the 
title and authority he possesses. 
Actually, 


peculiar to any one group of publi-| great interest and real editorial) board for some more or less serious 
cations. Newspapers, magazines,|value. That’s why a lot of it gets| beefing. 


business papers and other media are 
constantly complaining because of 
apparent loss of legitimate advertis- 
ing revenue through the machina- 


ions of “public relations counselors” as rely ‘ess age ; T y | 
tions of “public relations cou . ] r is merely press age nt stuff. They ‘and then we read a message from 
who are designated by their vic-| not only use the information, but/Ralph H. Platts, vice-president, 
tims as nothing more than press/ask for more. | telling us—and more particularly 
agents. Of course publicity becomes aj}the company’s agents—that we now | 


it seems to us that the 
problem is so simple that it hardly 
deserves the amount of time spent in 
discussing it. First of all, as far as 
publications are concerned, it is a 
question of editorial standards. No 
publication should print anything 
which is not news or which does not 


However, 
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printed. Business, technical jour-| “Standard Accident 1941 Produc- 


nals especially find significant news | tion Campaign to Honor Charles C. 
|Green, President,” says the re- 
llease that accompanies the formal 
|booklet describing the campaign, 


in many of the announcements 


which are condemned by publishers 


racket when it is tied to advertising | have “an opportunity to pay de- 

But the advertising| Serving tribute to our president, 

agency, publicity firm or manufac- who has so competently led the 
. a , company through many trouble- 

turer who implies that use of pub- . : 

amp some years, and has been largely 

licity may have some effect on . 


Bs ; : ad-| responsible for the results of our 
vertising schedules is attempting to refinancing.” 


prostitute editorial pages, and cre- 
ates ill will instead of favor. 


considerations. 


The particular job that has been 
may 


j|done at Standard Accident 


Standard | 


Ad-libbing 


|make this campaign to honor Presi- 


dent Bowen very sensible and 
worth-while, but, as we said, we’re 
trying to make a general point. 


There are too many sales campaigns | 


in which the management gets all 
steamed up over the idea of hav- 
ing the sales force work like beav- 
ers for the honor and glory of the 
president, or the sales manager, or 
the chairman of the board, or some- 
one else. 

Not being any too bright, we per- 
sonally can’t see why anyone should 
expect the run-of-the-mine sales- 
man to break his neck trying to 
“honor” the top-flight executives of 
his company. He may have a 
wholesome respect for these men; 
he may admire them and like them 
a hell of lot, but he and the wife 
and kiddies are likely to be a lot 
more interested in honoring them- 
selves in some practical way than 
in honoring someone else. 

It has always seemed to us that 


'a good many sales contests are set 


up in the same way that a good 
many advertising themes are set up 


|—to please the boss instead of the 
audience being reached. How about | 


more sales contests with the boss 
honoring the salesmen, and fewer 
the other way around? 


Jottings 
W. H. Maxwell, president of the 


rum and a sprayer which takes the 
place of the cap, advising us to 
“spray a little in the room—you 


| will enjoy the delightful, refreshing 


fragrance.” This seems like a new 
talking point for bay rum... 

A copy of the 50th anniversary 
issue of “The Merck Report,” house 
publication of Merck & Co., makes 
us wonder what the oldest house 
magazine is. Merck’s got started in 
1891, and has been published con- 
tinuously ever since, first as a 
monthly and later as a quarterly. It 
now has a circulation of 75,000... 


Wish we could quit telling you | 


that we think the 
shirt advertising is 
consistently. . . 
Belmont Frank, that mighty 
fighter in the cause of free and un- 
trammeled price determination by 
retailers, has just produced a re- 
vised and enlarged edition of his 
1939 book, “The Story of Price-Fix- 
ing, Price-Raising.” He’s the battl- 
ing head of Frank’s Economy Store, 
Burlington, Vt., you may recall. . . 


Arrow 
good, 


current 
mighty 


Information 
| for 
Advertisers 


The following documents my be 
secured without charge from com. 
|panies sponsoring them, or through 
| ADVERTISING AGE, by any nat iona] 
,advertiser or advertising ag ney 
|executive writing on his bu 
letterhead. 


| No. 1762. Health News Reporter. 


The theme of the current issve of 
| Physical Culture Magazine’s + ade 
merchandiser is “Good food- oy, 
first line of defense.” Its pur jose 
is to give the food dealer a bitter 
‘understanding of the  nutrit: naj 
values of certain food products ind 
to help him merchandise them ore 
effectively. The issue con! ins 
statements by several leaders of the 
food industry about its part in the 
defense program, and articles of 
news interest to the food field. 


No. 1763. Night and Day. 

Radio Station WFIL has is-ued 
this folder, which sums up the sta- 
tion’s 1940 progress and record of 
listenership, and provides a list of 
its 1940 advertisers. 


No. 1764. Defense Means Sale. in 
Hawaii. 

In this new folder, The Katz 

Agency provides some figures to 


show the effect of increased govern- 
ment expenditures in the islands 
upon the buying power and retail 
sales of nationally advertised prod- 
ucts. The folder outlines the cover- 
age of the Honolulu Advertiser and 
Radio Station KGU. 


| No. 1721. How You Can Use Laure! 

Improved Photo-Offset. 
In this new brochure, Laure] 
| Process Company outlines its fa- 
cilities and serviees, and illustrates 
| the speed, economy and flexibility 
'of its photo-offset process. Repro- 
_ductions show many uses, from a 
| simple, illustrated sales letter to the 
more complicated layout, including 
examples of color work and duo- 
tone. 


No. 1760. Living Lithography. 
General Printing Ink Corporation 
offers this booklet, which contains a 
transcript of the proceedings at the 
| fifth of the GPI-sponsored printing 
and advertising clinics, this one 
held at the Philadelphia Art 
Alliance in conjunction with the 
Lithographers National Association 
|The speeches which are reported 
cover the history, evolution, pres- 
ent status and future of lithography 


|No. 1706. The Staff of Stars. 

In this brochure, The _ Dallas 
News puts its editorial staff in the 
| Spotlight. Photographs and_ text 
|present the men and women wht 
jhandle the paper’s own features, 
|the correspondent on the Washing- 
| ton front, and the specialists al! 


_H. Michelsen Company, New York,| over the state who make news of 
of a | Sends us a botle of Michelsen bay 


Texas agriculture, industry and 
politics come alive for Dallas read- 
ers. 


No. 1746. Your Packaging \Mar- 
ket. 
Packaging Parade offers t 


study, which tabulates a wea '‘h 

material on the packaging m:rke! 
Among other things, it give th 
|value of packaging materia! ane 


machinery produced in 1937: th 
value of products in relation ' 
packaging materials used; anc c0D- 
centration of production in } ading 


package-using industries, wit sP&* 
cific market data on these ndus 
tries. Coverage of the pub! D 
is given, with facts about rat s 2m° 
mechanical requirements. 


No. 1710. 
Action. 
Kimberly-Clark Corporation 5 
issued this institutional br ch 

which is not only the sry 

paper-making, but also a re: rd 
progress since the con pam 
founding in 1872. 


Industrial Geni 
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In 1922, The News launched a series 
of advertisements called “Tell it to 
Sweeney”. 

The first message described the 


family : 


“Sweeney and Mrs. Sweeney are ambitious 
and expectant of Life. They believe in God, the 
United States and life insurance. They respect 
education, and want the kids to have plenty of it. 
They look forward to grapefruit for breakfast, 
their own homes, a little car, money in the bank, 
and a better future for the Sweeney juniors. 
Today some of the Sweeneys are buying Pierce 
Arrows and Long Island estates; more of them 
will, tomorrow. The Sweeneys know what they 
want—and get it. They want the best, and 
whenever possible—get ut.” 

Because the Sweeneys 


are the most produc- 


; 2 a r, Ai e < Z e: a. hia a Lx 4 tee 
# ae 3 fn sr Ri Aa) Y Eo nae : Es 
ME ty FETE he PROS SZ 
ee i a Se a seer. 


NEWS BUILDING, . 


tive market in New York, we advised advertisers 
to Tell it to Sweeney—in The News. And wise 
advertisers did! 

When the first Sweeney message was writ- 
ten, The News was scarcely out of swaddling 
clothes. At that time the Daily News had 500,000 
circulation, and the Sunday News less than 
400,000. Today The News is infinitely larger. 
The Daily News now has more than 1,900,000 
circulation, and the Sunday News more than 
3,600,000. 

Advertising volume has grown too. In 1922 
The News published 3,309,000 lines. In 1940 
The News ran more than 19,400,000 lines. 

As the years streaked across the 
calendar, the Sweeneys grew in number 
and importance. They got married, 
had kids, drew promotions, bought 


cars, and purchased homes in the city or 


‘THE &i 


NEW YORK'S“” — 


New York TRIBUNE TOWER, Chicago 


= PICTURE NEWSPAPER 
155 MONTGOMERY STREET, San Francisco 


NERAGE JANUARY NET PAID ciRCULATION EXCEEDED 1,900,000 oany. . . 3,600,000 sunoay 


went suburban. Through a bull market, a bear 
market, and our own fast moving times, the 
Sweeneys have a/ways been the greatest market. 

Advertisers who early took the sound advice 
of “Tell it to Sweeney” profited by the growth 
of the Sweeneys and The News. Our early 
advertisers are our staunchest friends. As the 
Sweeneys and The News grew, their business 
grew too. 

Today The News is,read by eight families 
in ten in New York City. Most of them are 
Sweeneys, but an ever increasing number are 
Stuyvesants, of bluer blood and richer ante- 
cedents. Each year they spend billions —a lot of 
billions—for things which make Life 
fuller, homes happier, and living a more 
satisfying adventure. If you have mer- 
chandise to sell, your soundest maxim is 


still Tell it to Sweeney —in The News! 
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Fable of the 
~ Big Beaver 


and the 


Little Beaver 
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> One day two inquisitive beavers in the forest 
stopped to watch a man named Blunchley chopping 
down a tree. Mr. B was doing his job so skillfully 
and so efficiently, the young beaver was goggle- 
eyed. ‘‘Say!”’ he cried. ‘‘How does this guy do it? 
What’s he got the other boys haven’t got?’’ ‘‘ Well, 
I'll tell you,” replied the old beaver. ‘‘For years I 
have observed the technique of the fast wood- 
choppers, and they all have one trick in common.”’ 
‘‘What’s that?’’ asked Beaver No. 2. ‘‘They all 
know the only strokes of the axe that really count 
are the strokes that hit not above, not below, but 
in the identical cleft the axe struck before.’’ Beaver 
No. 2 nodded his head. ‘‘Seems quite logical,” he 
remarked gravely. 


When you're getting results 
with a left hook to the jaw, 
keep on punching 


THESE ADVERTISERS* HAVE BEEN IN THE 
SATURDAY EVENING POST FOR 10 YEARS OR MORE 


40 YEARS AND OVER 


Eastman Kodak Company . 42 Years 
The Lambert Company : ee = 
The Mennen Company .... 41 

The Parker Pen Company .. . 41 
Remington Randinc. . 4! 


Colgate-Palmolive-Peet Company 40 


30 TO 40 YEARS 


The Florsheim Shoe Company 39 Years 
General Mills, Inc. . << _ 
The Goodyear Tire & Rubber 

Company,inc.. ...... 39 
The Procter & Gamble Company . 39 
Radio Corporation of America. . 39 
The Cadillac Motor Car Division, 

General Motors Sales Corp.. . 38 
General Foods Corporation. . . 38 
Nash Motors Division, 

Nash-Kelvinator Corporation . 38 
Oldsmobile Division, 

General Motors Sales Corp.. . 38 


Packard Motor Car Company . . 38 
The Quaker Oats Company. . . 38 
Elgin National Watch Company . 37 
The B. F. Goodrich Company . . 37 
The Prudential Insurance Company 

i ee ee 
Socony-Vacuum Oil Company, Inc. 37 
The United States Playing 


CardCompany ...... 37 
Cluett, Peabody & Company, Inc. 36 
Swift& Company... ... 36 
Bristol-Myers Company. . . . 35 
Gillette Safety RazorCo. . . . 35 
Joseph Dixon CrucibleCo. . . . 34 
General ElectricCompany . . . 34 
Hart Schaffmer& Marx . . . . 34 
MalloryHatCompany .. . 34 
Minneapolis-Honeywell 

Regulator Company ... . 34 
National Carbon Company, inc. . 34 


The Cudahy Packing Company . 33 
Hartford Fire insurance Company 

and The Hartford Accident and 

Indemnity Company ... . 33 
Stewart-Warner Corporation . . 33 
Atchison Topeka & Santa Fe 
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Campbell Soup Company 
The Firestone Tire & Rubber 
Company ...... 
H. J. Heinz Company . 
Hudson Motor Car Company 
P.LorillardCompany. . .. . 
Stephen F. Whitman & Son, Inc. 
American Chain & Cable 
Company,inc.. . . . . 
E. 1. du Pont de Nemours & 
Company, Incorporated . 
General Time Instruments Corp. . 
ee a a 
United States Rubber Company . 
American Telephone and 
Telegraph Company ‘ 
The Gruen Watch Company .. 
Hotpoint ( Edison General Electric 
Appliance Company, Inc.) 
National Lead Company . 
Scott Paper Company 
L.£.WatermanCo. .. . 
Willys-Overland Motors, Inc. 


20 TO 30 YEARS 


The American Thermos Bottle Co. 
The Barrett Company ... 
Buick Motor Division, General 
Motors Sales Corporation 
Champion Spark Plug Company 
Congoleum-Nairmninc. . . . . 
Duofold, Inc. ° 
Ford Motor Company . ; 
Hammermill Paper Company . 
Pontiac Motor Division, General 
Motors Sales Corporation 
The TexasCompany ... 
Westinghouse Electric and 
Manufacturing Company . 
The White Motor Company . 
Lever Brothers Co 4 a4 
R. J. Reynolds Tobacco Company 
The Studebaker Corporation 
Union Pacific Railroad Company 
The Yale & Towne Manufacturing 
‘ea oe oe ae oe 
The American Tobacco Company 
Chicago, Burlington & Quincy 
RailroadCo.. ..... 
Holeproef Hosiery Company 


32 Years 


29 


NS. Ve 
ANS 


29 Years 


Robbins & Myef#s, Incorporated 
Royal Typewriter Company, Inc. . 
Valentine & Company, inc. . 
California Fruit Growers Exchange 
Chicago Flexible Shaft Company 
Delco-Remy Division, General 
Motors Corporation . P 
Liggett & Myers Tobacco Co. . 
The Timken Roller Bearing Co. 
Willard Storage Battery Company 
The Esterbrook Pen Company 
Kelly-Springfield Tire Company . 
The Scholl Mfg. Co., Inc. . 
LC Smith & Corona 
Typewriters inc... .. 
Armourand Company .. 
Armstrong Cork Company . 
Brunswick-Balke-Collender Co. 
Dodge Brothers Corporation : 
The Electric Storage Battery Co. . 
The General Tire & Rubber Co. 
Hamilton Watch Company . 
Interwoven Stocking Company 
Outboard, Marine & Mfg. Co. . 
United States Stee! Corporation 
AC Spark Plug Division, Genera! 
Motors Corporation — 
Certain-teed Products Corporatior 
Eagle Pencil Company 
National Biscuit Company 
& Subsidiaries . . . 
The PepsodentCo. .... 
Philco Radio & Television Corp. 
Tide Water Associated Oi! Co. 
S. D. Warren Company . 
Western Electric Company . 
American Stove Company . 
The BonAmiCo. ... 
Cheney Brothers . . 
Paramount Pictures, Inc. 
Pennsylvania Rubber Company 
Southern Pacific . ... . 
Wm. Underwood Co. . 
The Coca-Cola Company 
The Electric Auto-Lite Compan 
General Aniline & Film Corporat 
Agfa Ansco Division 
John B. Stetson Company . 
Underwood Elliott Fisher Compe 
Brown Shoe Company 
Continued 
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~pevro'e | Motors Division, General 
wotors Sales Corporation 
ne Crean 0+ Wheat Corporation 
s Malted Milk Corporation 
yew Yor? Central System & 


er Vacuum Cleaner Com- 
division of Electric 
Cleaner ha aearen 


jrands Incorporated 


10 TO 20 YEARS 
\-Year c ub of Southern 


a 
nemer an Rolling Mill Coinsany 1 


y Division, General” 


sraft Cheese Company , . 
an Life Insurance Co. ‘ 
ste Oil Refining Corp. 


nited Drug Company 

geech-Nut Packing Co. . 
ne Borden Company 
aterpilla Tractor Co. 


vote Motors Truck and Coach 
Yellow Truck and 

Coach denshestation Co. . 
Pennsylvania Railroad Company . 


. onmonwe vealth Shoe and Leather 


Frigidaire ‘Division, General Mo. 
tors Sales Corporation 

General Motors Corporation ‘ 

inernatio na Harvester eee 


Kelvinator t Division, Nash- Kelvin- 


Pennsylvania Grade Crude Oil ‘As. 


The iaien t Circle Company 

Real Silk Hosiery Mills, Inc. A 
The Rutland Fire Clay Company . 
The Seiberling Rubber Company 
R. Wallace & Sons Mfg. Co. 
The Wander Company 

The Mlianc e Insurance Company 


The international Nickel Com- 


Lee Tire & Rubber Co. 
McKesson & Robbins, Incorporated 
Nunn-Bush Shoe Company 

Polk Miller Products Corp. . 
Purolator Products, Inc. . 
Servel Electrolux 


The Black & Decker Mfg. Co. , 
Bulova Watch Company . 
The Celotex Corporation 
Cutler-Hammer, inc. . . 
Ethy! Gasoline Corporation 
Iron Fireman Manufacturing Co. 
McQuay-Norris Manufacturing Co. 
nee Coreee Telephone 


+n Company 
United States Gypsum Company 


Chesebro. ugh Mfg. Co. Cons’d . 
Henry Disston & Sons, Inc. 
Hastings Manufacturing Co. 
Kaywoodie Company . . 
Libbey-Owens-Ford Glass Cor . 
McGraw Electric Company . ° 
The Penn Mutual Life Insurance 


Brown & Williamson — Tobacco 


De Soto Motor Corporation 

R. M. Hollingshead Corp. 

Kendal! Refining Company 

Nationa! C asket Company, Inc. 

The Norwich Pharmacal Company 
Parke, Davis & Company . . 
Plymouth Motor Corporation . 
Sinclair Refining Company, Inc. 
toward G. Budd ne 


iP A. Geier Company 
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i kok Manufacturing Co., 
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l ovell Mar ufacturingCo. . . 
ditt-Sparks Industries, Inc. 
“sited Motors Service, 
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ito those advertisers who spent 
ore in The Saturday Evening 
e year 1940 and who have ap- 
ars of more (not necessarily 


Jergens Hooks New 
Face Cream Onto 
Lotion Bandwagon 


"Companion Copy" 
Helps Smooth the Path 
for Newcomer 


New York, Feb. 6.—How a prod- 
uct whose fame is well-established 
in the public mind can be used te 
launch a newcomer into the mer- 
chandising whirl is illustrated by 
the marketing strategy behind the 
introduction of a new face cream 
|by Andrew Jergens Company. 
| The famous Jergens hand lotion 
|was already a “name to conjure 
with” when the company brought 
out a face powder and face cream 
as companion products in 1938. 


From the very beginning, the old- To Spend $50, 000 


timer which had trod the difficult | 


path to public acceptance has been | company - oe Moines will spend 
approximately 
zine advertising in’ Time and The 
Evening Post 
|}using eight pages in Time and one 
50 cent bottle of lotion, the entire | Page and six half-pages in the Post. 


employed to win friends for the 
new face cream. 

The latter was first offered in a 
125 cent jar in combination with a 


-package selling for 50 cents in 
‘chain and drug stores. This samp- 
\ling campaign was undertaken to 
lascertain public reaction to the 
cream and to find out if the new 
product could “stand on its own 
feet’ and sell without assistance 
from the well-known lotion, accord- 
ing to Lennen & Mitchell, the 
agency. 


Sell 3,000,000 Samples 


Hopes for success were justified 
when dealers reported that many 
women, after purchasing the com- 
bination package, had returned to 
buy the face cream. Two years 
later, in the fall of 1940, when 3,- 
000,000 samples had been sold and 
the cream, now a full-fledged prod- 
uct, had proven its worth, Jergens 
launched a magazine campaign in 
order to get distribution and intro- 
duce the cream nationally. 

Proof of the fact that the lotion 
has served as a bearer of good will 
for the newest member of the Jer- 
gens family is seen in reports from 
syndicate stores where the cream 
was sold in 10 cent sizes. An an- 
alysis of sales revealed that the 
cream sold better in stores where 
it was displayed in company with 
the lotion than in stores where it 
alone was placed on counters. 


Use “Companion Ads” 


Although the face cream is now 
considered by the company to have 
established itself in the public 
mind, the same strategy will be 
employed in the launching of con- 
sistent national advertising in 
March issues of magazines. A 
unique type of copy, described by 
ithe agency as a “companion ad,” 
using two-thirds of a page for the 
lotion on one page, and the same 
space for the cream on the facing 
page, has been devised to continue 
the association of the two products. 
Only two columns of editorial mat- 
ter, one on each page, separate the 
two pieces of copy, so that the 


copy in its entirety gives the effect | 
of a spread, while at the same time 


the editorial matter acts as an ob- 
vious attention getter. The “com- 
panion ads” are scheduled to appear 
in the Macfadden Women’s Group, 
Mademoiselle, True Story and the 
Woman's Home Companion, in 
which the facing pieces of copy will 
be one-half page in size. 


A campaign to be launched in| 


April for the new face powder was 


described in the Jan. 20 issue of 


ADVERTISING AGE. 


Steiner to Moreland 


William G. Steiner, for 20 years | 


in charge of sales promotion and 
advertising for the Formica Insula- 
tion Company, has joined the Ches- 


ter C. Moreland Company, Cincin- | 


nati. where he will continue to 
handle the Formica account. J. 
Roger White, for 12 years manager 
of the Formica sales branch in New 


York, has been appointed sales | 


manager of Formica. 


HOW NEW PRODUCT IS EFFECTIVELY TIED TO OLD 


OME AE Beewty Treat ent carts agerne deery Dry Sim 


Facing two-thirds pages using the same models and the same type of layout 
provide an unusually effective tie-up between the well-known Jergens lotion and 
the new Jergens face cream. 


Clapp Advances Harman 
R. Harman has been 
of merchandising of Har- 
old H. Clapp, Inc., m 

* Harman will 


named 


the Jersey City 
from Rochester, 
was assistant sales manager. 


Local Roto Linage 
Registered Gain 
in 1940 Over 1939 


New York, Feb. 5.—Although 
rotogravure advertising linage 
showed a decrease of 313,679 lines 
or 2.6 per cent from 12,183,868 lines 
in 1939 to 11,870,189 lines in 1940, 
local rotogravure linage increased 
7,159 lines or 0.2 per cent from 
4,679,971 in 1939 to 4,687,130 lines 
in 1940, according to summary re- 
leased by Kimberly-Clark Corpora- 
tion. 

National linage dropped from 
7,503,897 lines in 1939 to 7,183,059 
lines in 1940, a decrease of 320,838 
lines or 4.3 per cent. 

Of the 1940 linage, 9,639,996 was 
in monotone and 2,230,193 in color. 


Hargreaves Joins PNAA 
Bob Hargreaves, formerly with 
Adolph L. Bloch Advertising 
Agency, Portland, Ore., has been 
appointed account executive with 
the Portland office of the Pacific 
National Adv ertising Agenc} y. 


: Daily for Statesville 
offices of the firm The Record, Statesville, N. C., 
he 


which has been a semi-weekly, will 
become a daily Feb. 24. 
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net Hammermill Paper Co., Dept. G, 
$f Erie, Pa 


i! Send me new 1941 Working Kit 

of Hammermil! Bond containing 
letterhead samples; information on how to 
design office stationery, envelopes to match, 
and the sizes, colors, weights of bond paper. 


Name. 


AA 2-10 
Position 


(Attach coupon to company letterhead) 
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Wants Copy of Industrial 


Advertising Book, “Proof” 

To the Editor: I wonder if I 
could impose upon you to request 
the address of Eastern Industrial 
Advertisers, Philadelphia, from 
whom I am very anxious to obtain 
the book “Proof,” described in the 
Ad-libbing column in your Jan. 27 
issue. 

Actually, I asked our Philadel- 
phia branch manager to locate these 
people for me, but he reports that 


Even the postage meter has gone stream- 
line, with this new design approved by 
the Post Office Department. 


the association is nowhere listed, 
either in the telephone directory or 
city directory. 

Incidentally, you may be inter- 
ested in the introduction of our new 
Model R line, now being shown at 
the National Business Show in New 
York, which we think represents a 
pretty nice mechanical and design 
achievement. 

Coincident with the debut of this 
line, there now comes a wholly new 
design in the postage meter stamp 
itself. This “streamlined” meter 
stamp is now being dispatched with 
some 4,000,000,000 other pieces of 
metered mail each year. 

FREDERICK BOWEs, JR., 
Manager, Advertising and Pub- 
licity, Pitney-Bowes Postage 
Meter Company, Stamford, 
Conn. 

[Editor’s Note: Copies of “Proof” 
may be secured at $1 each from 
Walter S. Fogg, treasurer, Eastern 
Industrial Advertisers, 67 E. Plum- 
stead avenue, Lansdowne, Pa. | 


+ = 


Ain't the World a 
Small Place After All? 


To the Editor: The 
marked tear sheet from the Jan. 24 
issue of the American Agency Bul- 
letin speaks for itself, if you have 
any use for it. 

The American Agency Bulletin, 
incidentally, is the official weekly 
publication of the National Associa- 
tion of Insurance Agents. It has 
been published uninterruptedly for 
almost forty years. It is read by 


Voice of the Advertiser 


This department is a reader’s forum. 


attached | 


Letters are welcome. 


VERY APPEALING "ANIMAL" HELPS DRAW TOURISTS 


v. 
FOLLOW THE a 
FOLLOW THE | 
HEARTS 
\ To 
SALIDA 


ake 


To attract hunters the Chamber of Commerce of Salida, Colo., sends out a num- 
ber of pieces of literature in answer to requests. The two specimens shown here 
are billed as typical "Rocky Mountain dear.” 


sociation membership and several 
hundred insurance companies and 
insurance company organizations. 
JEROME VAN WISEMAN, 
National Association of Insur- 
ance Agents, New York. 


enclosing. I thought you might be 
interested in this type of advertis- 
ing, since it is somewhat unusual. 
The story is pretty completely told 
in the accompanying letter from 
Wilbur B. Foshay, secretary of the 
Chamber. 

Salida has a population of 5,065 
and the Chamber of Commerce is | 
really active. They send out about 
ten different pieces of advertising, 
including the enclosed pictures of 
the young ladies which they label 
as “Rocky Mountain dear.” 

Incidentally, there is quite a story 
in Mr. Foshay himself. As you may 
recall, he is the same man who built 
the Foshay Tower in Minneapolis | 
and subsequently lost all his money. 
Now he gets a monthly salary con- 
siderably smaller than he used to 
make in a day, but is having a 
grand time and doing a fine job. 

HERB TRACKMAN, 
KFEL, Denver. 
|Editor’s Note: Mr. Foshay’s let- 
ter explains that “some 15 to 20 
years ago a couple of cowboys from 
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Curtiss Keeps Waco 

To the Editor: We notice in the 
Jan. 27 issue of ADVERTISING AGE a 
statement concerning West & Asso- 
ciates, Inc., and in which it is said 
that we have been retained by Waco 
Aircraft Company. This statement 
is incorrect, in that Spencer W. 
Curtiss, Inc., of Indianapolis, is the 
advertising agency for Waco Air- 
craft, although it is true that we 
| work closely with Spencer W. Cur- 
tiss, Inc., on advertising matters and 
/merchandising problems of Waco 
|Aircraft, and have worked with 
Spencer W. Curtiss, Inc., for many 
| years in a similar capacity on other 
| accounts. 


JOHN R. WEST, 


*resident, Wes ssociates, aagghhe ; ‘ 
ag pe Prime of . Whitefish, Mont., drifted in here 
Stars 7 with pictures of a fur-bearing trout, 
v v Vv 


Fur-Bearing Trout Aids 
Salida to Sell Tourists 


To the Editor: Some time ago 
/I ran across a picture of a fur- 
| bearing trout used by the Salida | 
|\Chamber of Commerce to exploit 


This strange creature works hard, and 


approximately 16,000 agency firms|that part of Colorado. Amused, || with surprising consistency, for the 
which comprise the National As-| wrote for pictures, ete., which I am tourist promotion of Salida, Colo. 
which they claim to have been 
INSURANCE PAPER BASKS IN REFLECTED GLORY caught in Iceburg Lake, just over 
the border in Canada, north of 
= Whitefish. 
“They sold a restaurant keeper 


Cover, American Agency Bulletin, 
June 21, 1940. 


“But It Couldn’t Have Happened to a Nicer Paper 


Who’s Behind the Eight-Ball Now? 


here by the name of Taliaferro one 
of the pictures, and he mounted it 
and hung it on the wall of his res- 
taurant, where it still hangs in the 
restaurant now owned by his son, 
Irl Taliaferro, and A. C. Wheeler. 
Post cards were made of it and sold 
here by a local studio. 

“In 1938 we got some articles 
about this trout into the local 
papers, but could not get a national 
break on it, then along came a tele- 


gram from over in Kansas, and it 
read: 
“*ANSWER COLLECT IF YOU 


HAVE FUR BEARING TROUT IN 
ARKANSAS RIVER THERE.’ 

“In reply we sent the following 
wire: 

“*‘PHOTO OF TROUT IN- 
QUIRED ABOUT BEING MAILED 
YOU: 

“Then we got this information to 
the Pueblo Chieftain, and some 
letters from ‘old timers. Some of 
the signatures were: The Honorable 
Cantaloupe Dewey, ‘Little River 
Ike’ Shope, ‘Truthful Tommy,’ and 
Dick Chinn’s Walleyed Kid Fire- 
man on the 406 


POST-MORTEM: WHO ELECTED ROOSEVELT? 


Cover, Saturday Evening Post, 
January 25, 1941. 


” 


SAN: 


It's strange—or isn't it—how often the same idea will occur to two or more 
people independently? 


“That did the trick 
“The United Press and the Asso- 
ciated Press, and the radios spread 


ies 


| tion about it, such as yours. 


% =: noe ae get om ~ te sere pa a s a oats rs rai _ 4 3 - Ore r 
age oy “. Py - ‘ 7 
16 ADVERTISING AGE February 10, 194) 
it from coast to coast. .. We must | 


have a thousand clippings on it, and | 
though it is nearly three years now, | 
we still get requests for informa- | 


“A copy of the Salida Mail of Jan. 
23, which we are sending you, hasa |} 
marked item in it referring to this | 
famous fish. We are also sending | 
a set of five pictures taken Jan. 31, | 
1938. The state fish and game} 
department gave us a permit to fish | 
for fur-bearing trout on that date, 
and many expert anglers tried their 
luck. . . 

“We have a mounted ‘specimen’ 
in the office, and thousands of peo- 
ple come to see it from all over the 
country every year, and we get lots 
of letters of inquiry asking about it 
from people who have become in- 
terested.” | 
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Promotes Customers 


FEBRUARY - 
Sun} moe) "ve, woo] ray) ee 


To the Editor: It may interest i | it 
you to know that once a month, for 2\3 4 8$/6/7 6 
several years, we engage a cover of 9 10 11 12 )13 14.15 
Traffic World and publish the story 16 17 18 19/20 21.2 
of some industry or commodity. 2324 25 26/27/28 — 
Attractive illustrations and a 
thumbnail sketch of the scope and 
extent of the industry comprise 
| On each Sunday during | eb. 
| ruary, the pastors of 12 852 )} 
parishes will tell their people 
about the purposes and_ser- 
vices of the Catholic Press. in 0 


keeping with the annual press 


CHAPTER XKERW! ON AMERICAN COMMERCE 


TELETYPEWRITER month program. 
1 
The Catholic press is needed ty 
present in their true light the 
: problems affecting the church; Cc 
' to defend the interests of relig- sigt 
ion; to expose the errors of dra 
= , imp 
pernicious propagandists; fo of t 
— | apply Catholic teaching in an pres 
| authoritative manner to cur- a 
on 
_ rent world problems; and, to 7 tye 
develop among Catholics ygen- tow 
ON Of Ge eney, Se ey Oe erally a sense of greater unity S 
copy being the final paragraph of pee g ~ * Ea that 
text in which McCormick’s service | and loyalty. mad 
to the industry under discussion is | put 
mar ety and the McCormick sig-| Qne million families, compris- adv 
nature cut. . ; j sett 
This scheme of advertising has| !"% about one-fourth of the tive 
been most satisfactory to us and Catholic population, are read- setti 
a so nape means oe ers of Our Sunday Visitor and one 
quite a few shippers of respective , t 
perth ied PPS ' The Register—the papers to 08 
». > ~ 
JULIUS KRUTTSCHNITT, JR., which they turn every week for fleds 
ee ae he aga gn information, instruction, news. boas 
mick Steamship Company, San ai ; ie mon 
cauahaiaes entertainment, and guidance. had 
caus 

7 = The purchases of these families, by I 

Cecil Sees Business to supply their needs and their for 
ness 

Better Generally wants, make a vast market- 

To the Editor: This is what we in which your sales can be in- 
anticipate for advertising in the creased through the easy pla! A 
next twelve months: of advertising in these papers by F 

1. Business for nearly all ad- ing 
vertisers is going to be attainable| At low cost—because you ca! apei 
in large volume in 1941 on account reach one million families fo! own 
of the defense program. $2.25 a line. sign 

2. We are entering a_ seller's stati 
market, which means diminution of ao get 
high-pressure sales methods and May 
three-ring circus advertising de- we 
wot B ' sing Send for o copy of “Why Should 1?—th vo 

s. now 

3. Therefore, we expect less ac- booklet of facts about this market on ~ 
cent on premiums and contests, and these popers. on 
more accent on institutional promo- uts 
tion and brand advertising. thes 

4. <A general increase in business ut 
will mean generally larger adver- ome 
tising budgets, as is customary. Stat 

J. M. CEcIL, they 

Cecil & Presbrey, Inc., New they 

York. T 
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Another Slogan 


To the Editor: Just finished read- 
ing your Jan. 20 issue and note 
suggested “slogan for the year” 
submitted by Bob Graham of Gray 
& Rogers, Philadelphia —“Get It 
Done in °41.” 

We suggest that “All For One in 
‘41° will “Get It Done in ‘41,” 
witness enclosed windshield sticker 
which is one of a number of slogan 


v | 


i 
——, 


her 

oT 
— 
— 


THE REGISTER 


Cc. D. BERTOLET & CO. INC 
ADVERTISING REPRESENT’ rive 


30 N. Deorborn CE? trot 04! 


mediums. CHICAGO, ILLINO 5 
RALPH LOGAN, 
Director Sales & Advertising, NEW YORK OFFICE 9 
Fisher G. Dorsey Interests, Room 807 110 © 42nd 
Houston, Tex a 
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BIDS FOR MARKET partment puts a card in a tube for examples of Standard Oil advertis- thrown on the screen, an introduc- uary in Milwaukee, St. Paul, 
™ ————— |you—and slaps on a sticker with ing, then concluded with the ob-/| tory film being a pep talk by E. G. Omaha, Des Moines, Kansas City, 
your name on it, then puts on 8 servation that “I know that you Seubert, president of the company, St. Louis, Indianapolis, Detroit and 
or 10 cents worth of postage and agree with me that the act which on “Work to Be Done,” the title be- | Chicago. 
Better Baking with gives it to the postoffice depart- you have just seen—even though it ing an abbreviation of the confer- ——— 
§0W-LIGHT ment. The rolled-up card reaches was necessarily concentrated on ence theme, here’s Work to Be Cerlette Joins Sears 
rr a local postoffice and the post- | only one item—does serve as an Done in °41.” Amos Ball, vice- Ray Cerlette, former advertisin 
sitly Digusted, Esveoniea! — nga balhapeg ge ap a @ excellent example of the many op- president in charge of sales, ap- manager for Ed Schuster & oo 
SHORTENING _ le Rage , aa “a “d p= celia ni portunities that are available for peared in person to talk on “The Milwaukee, has been named sales 
bho Mot ry eager ee the alert salesman or agent to take Salesman’s Job,” and J. M. Koch, manager of the Sears, Roebuck & 
ee ee iq ce | full advantage of the company’s ad- vice-president in charge of sales, CO. store in Milwaukee, succeed- 
they can tie up with important oa , 54 99 ; Raed . ing Mervin Levey, who has been 
: oS esta erage pl y vertising—to merchandise it. The Quaker State Oil Refining Corpora- ie _ 
campaigns. They’re symbolic of all ; ; : a <a ee Daglll ‘17... promoted to sales manager of the 
Standard Oil advertising.” E. J. subject of Mr. Nunn’s A|tion, Oil City, Pa., gave an illus- Sears stores in St. Louis, Mo. 
Fleming, sales promotion depart- Three Legged Stool,’”’ demonstrated trated talk on merchandising plans 
ment, played the role of a Standard that successful enrertaany has _— for Quaker wore products, which Coffin Sennnaiin ' Madden 
Oil truck driver in the scene fundamentals — the administrative are distributed by Standard Oil. : 
; ; side, the creative and the merchan- This was accompanied by a well- Arlyn W. Coffin, West Orange, 
S)P ER REFINED PURE LARD Nunn Explains Three Legs dising of the advertising —all of executed skit entitled, “Oil for the N. J., has been appointed man- 
eres apa hich were illustrated by the tab-|Lamp of Aladdin.” aging director of the New Jersey 
QD Daw = Wesley I. Nunn, advertising —" bates : eee . a a | eee ee : : State Advertising Council to suc- 
ager, who had introduced the skit leaux. This was the last of a series Of ceed Rufus C. Maddux, who re- 
DIESE Sod 


with an explanation of illustrated 


Two motion picture 


shorts were 


sales conferences held during Jan- signed recently. 


Pushed out of the major share of the 
shortening market by substitutes, lard | 
is now working hard on a comeback, 
aided by new rendering and packaging 
processes. This advertisement, for Kuhner 
Packing Company, Indiana organization, 
is typical of many currently appearing 
in various sections of the country. 


Standard Oil 
Dramatizes Ads 
for Salesmen 


Skits Put Punch in Sales'| 
Story at District Con-) 
ferences 


Chicago, Feb. 4.— Taking a curb 
sign as an example, a_ skillfully 
dramatized skit demonstrating the 
importance of advertising was one 
of the scenes in a day-long program 
presented before salesmen of the 
Chicago district of Standard Oil | 
Company of Indiana here last week. 
The scenes and talks were pointed | 
toward more efficient salesmanship. | 

Stage settings were arranged so | 
that three presentations could be 
made simultaneously. These were 
put into effect in the case of the 
advertising skit by disclosing one 
setting simulating the administra- 
tive end of advertising. Another 
setting showed an artist at work in 
one of the creative phases of the 
job Finally, when the center 
sereen was rolled back, a_ full- 
fledged filling station was revealed 
boasting a curb sign which was a 
month or two out of date and which 
had been allowed to remain be- 
cause the gas station owner, played 
by H. G. Smith, account executive 
for McCann-Erickson, had a fond- 
ness for that particular poster. 


— 


Gives Dealer the Works 


A company representative, played 
by R. C. McKee, assistant advertis- 
ing manager of Standard Oil, 
arrived to impress on the station 
owner the importance of the curb 
sign. “Sit down, Bill,” he tells the 
station owner. “I don’t believe you 
get the picture on these curb signs. 


Maybe if you knew just how much 
went into a 28x44 you'd realize 
how important these babies really 
ire First they decide what goes 


on the card each month—then lay- 


uts and copy are fixed up. Then 
hese layouts in full size are taken 
ut ty stations and tested—because 
ome'imes they look different at a 
stat than in an office. Then 
they printed. After they dry, 
they varnished so they’ll last. 
Then they're shipped to the fields. 


“Then our local advertising de- 


HWAY DISPLAYS: INC 


POUGHKEEPSIE - N.Y. 


With The Chicago TIMES the readers came first. 
Beginning from scratch in 1930, The TIMES has 
risen to FIRST place among Chicago evening 


newspapers in city circulation. 


This growing readership in the heart of the mar- 
ket has brought increasing sales for Chicago's 
merchants. In 1940 they chose The TIMES first 
among all Chicago evening newspapers as the 
medium to carry their Display Advertising. 


National advertisers who follow the trend of the 
market are switching to The TIMES in Chicago. 


Its growing audience—which has been bring- 
ing increasing sales to local merchants—is avail- 
able to national advertisers at the lowest milline 


rate for evening newspapers in the U. S. 


‘THE TIMES 


CHICAGO'S PICTURE NEWSPAPER 
NATIONAL REPRESENTATIVES 
SAW YER-FERGUSON-WALKER CO. 
NEW YORK DETROIT CHICAGO 


R.J. BIDWELL 


N. ANGIER 
SAN FRANCISCO 
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AGENCY PERSONNEL LEARNS ABOUT ADS 


THESE TWO PEOPLE con. cccograps 


HERE'S HOW ITS DONE 


Only 43 quick steps from rough copy to finished proof. 
Read how you, too, can make ads this simple, easy way. 


— SCRATCHOOARD MiOSTRATION..  » ~ F 


ee 


COMBIMATION LIME er i aay omy ’ 
Se CANADIAN NATIONAL 


This interesting full-size newspaper proof, with captions explaining the type of 

art work used, was distributed to McCann-Erickson personnel at the first of a 

series of forums at which department heads are explaining what they do and 
how they do it. 


McCann-Erickson 
Shows Staff Steps 
in Ad Preparation 


Chicago, Feb. 5.—A _ series of 
forums for members of the staff, in 
which details of the work done by 
each of the agency's departments 
will be explained, has been begun 
by the Chicago office of McCann- 
Erickson, Ine. 

The forums are the outgrowth of 
a talk given several weeks ago by 
MacCormack McEndree which cre- 
ated so much enthusiasm that 
Homer Havermale, vice-president 
and manager of the office, decided 
te have one every other week. Mr. 
McEndree is in charge, and speak- 
ers so far scheduled are Sidney A. 
Wells, art director; Roy Dickey, 
copy; G. Victor Lowrie, director of 
markets, research and media; P. E. 
Gundus, production manager; 
Charles Barney Cory, publicity di- 
rector; Katherine FitzSimmons, 
traffic manager; Earl Thomas, di- 
rector of radio; Burtice Cross, office 
manager; and Irene Dayton, head of 
the billing and accounting depart- 
ment. 


At the first forum, Mr. Wells ex- 
tor and showed 60 staff members 
how an advertisement grows from 
a rough idea to a full-fledged proof. 
After showing several proofs of 
ancient vintage, including the first 
Ford copy in The Saturday Evening 
Post, followed by a number of ko- 
dachrome slides illustrating layouts 
in various phases, Mr. Wells called 
upon 11 people to form a cast and 
represent the various persons and 
departments concerned with the 
creation of an advertisement. 

Each step was dramatized by one 
of the actors. The 
brought by the copywriter to the 
art director ... then the art direc- 
tor made the preliminary thumb- 
nail roughs . . . following which a 
layout man made a 


carried through to the finished 
proof. As the ad progressed Mr. 
Wells commented on the way each 
department handled it, and ex- 


paper work. 

Naturally the ad was_ hypo- 
thetical . although practical in 
its application. It was composed 


ibilly 
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PROOF 


14.6% is the actual audited and 
certified average sales increase 
reported by dealer survey. 


FREE! 


Analysis of this survey. also the 
SIGNS release, ‘How to Set Up a Suc- 
OF cessful Dealer Sign Program,” 


LONG and a survey which proves that 
LIFE national advertising can be made 
r | 5 times as effective through the 


use of dealer signs, will be sent 

a rg request. 
Ld ARTKRAFT SIGN Co. 
900 E. Kibby Street, Lima, Ohio 


The World's Largest Manufacturer of All Types 
of Signs 


of various types of illustrations. The 
reasons for their selection were ex- 
|plained. The finished illustrations 
|were exhibited and the way they 
|were produced was told. When the 
final step was reached finished 
|proofs were passed to everyone, 


|with explanatory material explain- | 
how it} 


ing the type of art 
was produced, 
/Pr oduced 


used, 


and how it was re- 


Nash Ads to , Exploit 
Gilmore Run Showing 


A national newspaper 


Nash 
exploiting the 


diately by the 
sion, 


Motors Divi- 
25.8 miles per 


gallon of gasoline averaged by the | 


Nash Ambassador 600 in 
more Economy 
|geles to the Grand Canyon. 


the Gil- 


Copy will invite motorists to 
take an “economy proof ride” in 
one of the cars which will be | 


equipped with a gasoline consump- | 


| tion meter which will register how 


many miles can be had on a gallon | 


of gasoline. 


Reiners Named A. M. 


Walter A. Reiners, 


the sales department of the Na- | 
tional Process Company, has been 


named advertising manager of Du- 
gan Brothers, baking concern, New- 
ark, N. J. 


"he 


plained the duties of the art direc- | 


pencil layout 
. and so step by step the ad was 


plained all the orders and necessary | 


advertis- | 
ing campaign will be begun imme- | 


Run from Los An- | 


formerly with | 


| | Carolina Admen Elect 


N. E. Brown, advertising mana- 
ger, the Record, Columbia, S. C., 
has been elected president of the 
Carolinas Advertising Executives 
Association to succeed M. F. Mur- 
daugh, Durham, N. C. Other offi- 
cers are: Roy Philips, Asheville 
Citizen Times, first vice-president; 
|A. L. Brandon, Rocky Mount Tele- 


gram, second vice-president; and 
Rex Freeman, the Journal and 
Sentinel, Winston-Salem, S. C., 


secretary-treasurer. 


Join Sutton & O’Brien 

| Franklin Baker, formerly with 
|N. W. Ayer & Son, Philadelphia, 
has been named art director of Sut- 
ton & O’Brien, New York. Ruth 
Coleman and F. Russell Lyons have 


‘Silent 50 Years’ 
Ended with Copy 
for Insurance Co. 


New York, Feb. 5.—Interborough 
Mutual Indemnity Insurance Com- 
pany, an_ ultra-conservative firm 
which has never before advertised 
in its 50 years in business, this 
week launched a test campaign in 
newspapers in Westchester County. 


Acquired Name in 1914 


Interborough acquired its present 
name in 1914. Previously it had 
been known as Brewers Indemnity 
Fund, and had restricted its activi- 
ties to the brewing industry. Now 


joined the agency’s staff of artists.' dairies, meat packing concerns and 


/many other types of businesses in 
jaddition to breweries are policy- 
holders. 

| Copy will emphasize that Inter- 
borough has “$1 in reserve for 
‘every $1 of liability,” the company’ 
Al rating and its dividend-payin; 
record. In the past seven year 
stockholders’ return has averaged 
32.5 per cent. For the precedin 
25 years, the average was 20 pe 
cent. 


Art Department Explained 


Schuyler B. Patterson, who is ad 
vertising manager of the Brewer 
Board of Trade, is also serving i: 
the same capacity for Interboroug! 
Terrill Belknap Marsh Associates 
the agency. 
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N. Y. Adwomen to 


‘Ask Consumers’ 
at All-Day Meet 


vew 
and economic ramifications of ad- 
yertising will be brought to the fore 
here Feb. 18 when the Advertising 
Women of New York sponsor their 
second annual all-day conference 
‘ith the cooperation of representa- 
labor organizations, church 
“cups, Women’s clubs and educa- 


vetermined to ferret out specific 
titudes toward advertising held by 
ed segments of the consumer 
ulation, the advertising women 


York, Feb. 6.—The social | 


chose for their theme, 
Ask Consumers.” As a result of 
| numerous discussions with the 
| groups mentioned, a series of ques- 
\tions has been propounded which 
will form the basis for open forum 
discussions. The questions reflect 
the thinking of such organizations 
as the New York Conference of 
Clergymen and Laymen; Greater 
New York Federation of Churches; 
| Women’s Trade Union League; edu- 
,cators representing Columbia Uni- 
| versity, New York University, Col- 
\lege of the City of New York; New 
York public schools; Women’s clubs 
|of metropolitan New York, New 
Jersey, Eastern Pennsylvania and 
| Connecticut. 

_ Prominent business executives 


“Advertisers 


|tions suggested by 


will participate in the discussions 
in an attempt to answer the ques- 
the consumer 


groups. The program will get 
under way at the Pennsylvania 
Hotel at 10 a. m. and continue 


through dinner. 

A special feature of the day’s ac- 
tivities will be a broadcast of part 
of the program over Station WHN 


by the “Consumer’s Club of the 
Air,” a feature conducted three 
times a week by C. Houston 


Goudiss, publisher of Forecast 
magazine. 


Fortey Resigns 


Harry W. Fortey, director of ad- 
vertising of The Warner & Swasey 


iCompany, Cleveland, has resigned. 


10th District, NAB, 
Backs BMI War on ASCAP 
Members of the National Asso- 
ciation of Broadcaster’s tenth dis- 
trict assembly adopted a resolution 
at their Omaha conference, Jan. 28, 
unanimously supporting BMI in its 
fight against ASCAP. C. A. Arney, 
NAB secretary, and Carl Haverlin, 
station relations director for BMI, 
principal speakers, emphasized that 


BMI “has an abundance of tunes 
and has won the battle with 
ASCAP.” They said the public re- 


action “had been even more favor- 
able than we expected.” 


Diebold Safe Appoints 

Diebold Safe & Lock Company, 
,;Canton, O., has appointed Sweeney 
\& James Company, Cleveland, to 
handle its advertising. 


IT TAKES EMOTION 


MERCHANDISE... 
BETTER HOMES & GARDENS IS 


TO MOVE 


ES, A LITTLE CHILD SHALL LEAD THEM! 
t Thomas Toddler has more to do with Business 
an you think. He decides what the dividend rate 
ill be; what the balance sheet will look like. The 
ting e gives your product may mean more, in the 
yng run, than your commercial-rating in the count- 


g houses of the nation. 


aby, multiplied manyfold, can sweep your product 
to the Blue Book of nation-wide demand. For, as 
aby goes, so goes the home. And, as the home goes, 


goes the nation. 


ind homes with children and you find homes with 
tpetual emotion. No magazine in America under- 
tands better than Better Homes & Gardens the 
lessings...and problems...each child brings each 


ime. Yes, and no magazine in 


authentic recognition of the information it dispenses 
on child feeding, child training and child care. 


Because Better Homes & Gardens does a job for 
readers with home, garden, children... it does a job 
for any product that needs a volume-market here and 
now. Here is a book people bvy so they can spend! 


Here, in one package, is America’s Biggest Suburban 


America has more 


MORE THAN 2,200,000 FAMILIES 


erat Sapo 


Home Market: 2,200,000 above-average families; 
who believe home and children are still the big 
things in life; and who look to this book the year 
‘round for what to buy and where to buy it! 


Meredith Publishing Company, Des Moines. 


ree -Oors 


Home Market 


$120,000,000 Farm 
Market Is Target 
of G-E Promotion 


New York, Feb. 5.—The farm 
sales section of General Electric’s 
appliance and merchandise depart- 
ment, organized last year, has pre- 
pared a promotion program for 1941 
aimed at an estimated farm poten- 
tial for appliances and wiring mate- 
rials of $120,000,000. The estimate 
is based on a government survey 
showing that the 2,000,000 farms 
now electrified will average at least 
$30 in appliance purchases during 
the coming year and the 300,000 
farms to be electrified in 1941 will 
spend approximately $200 each for 
appliances and wiring. 

A basic part of the program is 
distribution of the recently an- 
nounced catalog, “General Electric 
on the Farm.” (ADVERTISING AGE, 
Jan. 20.) Distributor surveys will 
be continued to show farm poten- 
tial, dealer coverage and dealer 
performance. 

Besides following up the catalog 
with a merchandising program, the 
farm section will continue to par- 
ticipate in the REA farm equipment 
tour with a trailer and_ truck 
equipped with a complete kitchen 
and a 27-foot booth where dealers 
may display appliances. Other pro- 
motion activities include a series of 
24 spot broadcast records of five- 
minute duration, postal card mail- 
ing pieces, exhibits at county and 
state fairs and an exhibit for local 
use at fairs. There also will be a 
series of test campaigns including 
miscellaneous rural sales promotion 
bulletins and fliers. 


Seeks $400,000 to Boost 


Michigan for Tourists 

The Michigan state senate has 
passed and sent to the house a bill 
calling for an appropriation of 
$400,000 to be spent during the bi- 


ennium ending June 30, 1943, to 
advertise Michigan's tourist and 
resort facilities. 

The measure would provide 


$25,000 annually to each of the four 
tourist associations to be spent in 
advertising, and $100,000 annually 
to be spent under direction of the 
governor, auditor general, state 
highway commissioner, and the 
secretaries or managers of the four 
tourist associations to advertise the 
state as a whole. Of this latter 
amount $20,000 would be spent to 
advertise Michigan’s horticultural 
and agricultural products. 


Texas Ad Bill Pending 

Commissioners’ courts of any 
county in Texas would be author- 
ized to make appropriations for 
advertising, provided such action 
has been approved by the qualified 
voters of that county through an 
election, according to a bill now 
pending before the legislature and 
sponsored by the El Paso county 
board of development. 


Patterns to Harry Berk 

Simplicity Pattern Company, New 
York, has appointed Harry A. 
Berk, New York, to direct its ac- 
count. 
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WU Varies “Birthday” 
Song; Blames ASCAP 


Because the American Society of 
Composers, Authors and Publishers 
owns the familiar song, “Happy 
Birthday to You,” Western Union 
began using a variation of this 
tune, beginning Feb. 1, in convey- 
ing birthday messages sung Over 
the telephone. 

This method of sending birthday 
messages, started two or three 
years ago, has proved very popu- 
lar, according to Western Union. 


Form Gorska-Hill 


Leja Gorska and Dushan Hill 
have formed Gorska-Hill, with 
offices at 52 W. 52nd street, New 


York, taking over the photographic 
studio formerly headed by Ben 
Pinchot at the same address. 


British Columbia Plans 


More Tourist Promotion 

British Columbia will spend 
$80,000 on tourist advertising in 
1941, the same amount as in 1940. 

The Greater Vancouver Tourist 
Association, British Columbia, is 
now engaged in a drive for $30,000 
with which to promote Vancouver’s 
attractions among American tour- 
ists. 


Neckwear to Waters 


Oppenheim & Baruch, Inc., New 
York, has appointed Norman D. 
Waters & Associates, New York, to 
handle its account. A campaign to 
promote the newly labeled Barou- 
ché neckwear is being prepared. 
Fashion magazines, business papers, 
direct mail and dealer helps will 
be used. 


Clifford & Lawton Elects 


| William O. Hall, former treasurer 
of Clifford & Lawton, New York, 


publisher of trade magazines and | 


technical books, has been elected 
president, succeeding the late Wil- 
liam M. Lawton. William Matson 
Hall is vice-president. 
Stephenson, editor and author, has 


been elected  secretary-treasurer, 
and Claude J. Potter, formerly 
vice-president of the Dry Goods 


Economist, has been elected a di- 


rector. 


NAAN to Make Awards 


Awards for the best entries in 
16 classifications of agency work in 
the National Advertising Agency 
Network will be made at its 10th 
annual convention at the Palmer 
House, Chicago, May 28-30. 


O BELONG to the Advertising 
Typographers Association of 
America, Inc. each member company 
must subseribe to and abide by a strict 
code of ethics, a straightforward decla 
ration that “we firmly resolve to test 
every transaction by the standard of 
truth and justice.” Such a stand very 
definitely means something to customers 
of this organization. It is a clear-cut 
promise that in dealing with a 
member of the Advertising 
Typographers Association of 
America you can expect “The 
Golden Rule” instead of “the 
double cross’? —honorable 
treatment and a willingness to 
hear vour side of the story as 
opposed to sharp practices. 
Somehow the subject of ethies is a 
difficult one to discuss. A firm may 
proudly boast that it has the best typo- 
graphical plant in the city; but common 
decency will keep that firm from brag- 
ging that it is the most ethical organiza- 
tion of its class. Members of the Adver- 
tising Typographers Association of 
America find no need to do the latter. 
Their customers are aware of this back 
ground of integrity and desire for mutual 
benefit in all their contacts. They know 
that it makes fora higher order of respect 
and understanding between them. 


THE 
Advertising Typographers Association 


OF AMERICA, INC. 


AKRON, OHIO 
The Akron Typesetting Co. 


BALTIMORE, MD. 
The Maran Printing Co. 


MEMBERS 


othing sissy about it... 


Adherence to this code of ethics is only one of the many 
valuable features that AT A service offers. Highest Quality, 
Intelligent Service, Expert Craftsmanship, Complete Facilities, 
Sound Business Dealing, Good Taste, Uniform Practices, 
Greatest Choice of Type Faces, Type Service for All Adver- 
tising Purposes, and Lowest Practical Costs are among the 
things you will find in A T A members’ service. 


Typography 
that sets up 
an Ideal. 


In the fourteen years the organization 
has been in existence it has proved that 
keeping promises and playing fair brings 
results. Advertisers find great satisfac- 
tionin dealing with a typographical 
house which puts ideals above alibis and 
is in there pitching for you no matter 
what the job may be. 

You too will find it pleasant to deal 
with people like that. If you have a typo 
graphical problem of any kind, phone the 
Advertising Typographers Association 
of America member company nearest you 


tosend a representative. 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc 


DAYTON, OHIO 
Dayton’s Typographic Service 


BOSTON, MASS. 


The Berkeley Press 
H. G. McMennamin 


BUFFALO, N.Y. 
Axel Edward Sahlin Typographic 


Service 


CHICAGO, ILL. 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 

The Thos. P. Henry Co 

C. Benj. Stapleton Co 
George Willens & Company 


Arkin Typographers, Inc 


J. M. Bundscho, Inc 
The Faithorn Corp 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc 


Hayes-Lochner, Inc 


Runkle-Thompson-Kovats, Inc. 


CINCINNATI, OHIO 


KALAMAZOO, MICH. 
Clair J. Mahoney 


The J W. Ford Co 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc 
Schlick-Barner-Hayden, Inc 
Skelly Typesetting Co., Inc 


EXECUTIVE OFFICES 


LOS ANGELES, CAL. 
William Carnall 

House of Hartman 
Samuel Katz, Typographer 
Rising-Hammond, Inc 


161 LIGHTH AVENUE, NEW YORK 


NEW YORK, N.Y. 


Ad Service Co 


Advertising Agencies’ Service 
Company, Inc. 


Advertising Composition, Inc 
Artintype, Inc. 

Associated Typographers, Inc 
Adias Typographic Service, Inc 
Central Zone Press, Inc 
Diamant Typographic Service 
A. T. Edwards Typography , Inc 
Empire State Craftsmen, Inc 
Frost Brothers, Inc 

Graphic Arts Typographers, Inc 
Huxley House 

King Typographic Service Corp 
Master Typographers, Inc 
Morrell & McDermott, Inc. 
George Mullen, Inc. 

Chris F. Olsen, Inc. 

Frederick W. Schmidt, Inc. 
Superior Typography, Inc 
Supreme Ad Service, Inc 
Tri-Arts Press, Inc 


CITY - 


ALBERT ABRAHAMS, EXECUTIVE SECRETARY 


Type Arrangement, Inc 
Typographic Crattsmen, Inc 
Typographic Designers, Inc. 
Typographic Service Co. 
Kurt H. Volk, Inc. 


PHILADELPHIA, PA. 
John C. Meyer & Son 
Progressive Composition Co 


PORTLAND, ORE. 
Paul O. Giesey, Advertising 
Typographer 


ST. LOUIS, MO. 
Brendel! Typographic Service 
Warwick Typographers, Inc. 


SAN FRANCISCO, CAL. 
Taylor & Taylor 


SEATTLE, WASH. 
Frank McCaffrey 


MONTREAL, CANADA 
Fred F. Esler, Led. 


John W.! 


ee 


to Prove 


“That’s a H—1 of a Way to Run 
a Railroad!” was the headline of a 
big newspaper ad published by the 
Boston and Maine to explain to 
irritated commuters why service 
hadn’t been up to the usual stand- 
ard. The copy was reproduced in 
a recent issue of ADVERTISING AGE 
with a short news story explaining 
the occasion and the reasons back 
of the copy. 

The story was interesting, but far 
from unique, because there is no 
industry which has gone as far as 
the railroads in reversing the tradi- 
tional policy of another generation, 
epitomized in William H. Vander- 
bilt’s famous phrase, “The public 
be damned.” The Boston and Maine 
ad belongs to a pattern of careful 
and intelligent cultivation of good 
public relations which is today a 
standard policy of successful rail- 
road management. 

For the benefit of those whose 
personal experience doesn’t go back 
to the earlier days when railroad 
presidents thought that running a 
big transportation system was a 
strictly private business, I’d like to 
relate a personal experience with 
one of the last of the old guard, 
Milton H. Smith, for many years 
head of the Louisville & Nashville. 
He was a great railroad builder, a 
great railroad operator, but the 
term “public relations’ simply 
wasn’t in his vocabulary. 


A Tough Assignment 


As a young reporter on the old 
Louisville Herald, just a few years 
out of Centre College, I was given 
the assignment to do a Sunday fea- 
ture on Mr. Smith. This’ was 
equivalent to inviting me to per- 
form a major operation on a bull 
elephant Without the aid of an 
anesthetic. Mr. Smith had never 
been interviewed, refused to see 
newspaper men, and never issued 
statements or other expressions of 
policy. He let the financial reports 
of the L. & N., which were uni- 


formly good, do all of his talking | 


for him. 

I went through the usual motions 
of getting turned down on a request 
for an interview, and then, starting 
with “Who’s Who in America” and 
proceeding through the list of men 
who best knew President Smith and 


his colorful career with the rail- 
road, I gathered material for a 
pretty good yarn. It was more suc- 
cessful, probably, as a _ character 


sketch than as a technical appraisal 
of his work for Louisville, Ken- 
tucky, and the South in the devel- 
opment of a major railroad prop- 
erty. 

When the story was completed, I 
journeyed down to the big general 
office building at Ninth and Broad- 
way and advised Mr. Smith's secre- 
tary that I would like to have the 
old gentleman, then nearly 74 years 
old, see my manuscript and make 
any necessary corrections. The 
word came back that he wasn't 
interested. So the story ran in the 
Sunday Herald without benefit of 
his censorship. 


Much Splitting of Hairs 


I learned later that the old boy 
had a lot of good chuckles over the 
story when he read it at home. But 
officially all I knew was that a vice- 
president of the L. & N. called the 
next day on our managing editor 
with an envelope bulging with a 
four-page letter in which Mr. Smith 
proceeded to take the hide off the 
presumptuous young newspaper 
man who had violated his concep- 
tion of privacy by trying to tell the 
story of his life in railroading. 

“I am not 74 years old,” the letter 
asserted, thus making a monkey out 
of “Who’s Who.” It proceeded cate- 
gorically to deny detailed state- 
ments of fact which had appeared 
in the article. For instance, I had 
written that he started working for 
the L. & N. as a telegraph operator 
in a building at Eleventh and 
“That isn't so 
and Maple,” 


Maple, in Louisville. 
—it 


was at Twelfth 


The World Does Move 


Personal Experiences with Railroad Presidents Which Help 


By G. D. CRAIN, Jr. 


—— 


the Point 


— 


rebutted Mr. Smith, who had » jo} 
of similar hairs to split. He fi ally, 
conceded, however, that his + me 
was really Milton Hannibal S» jth 
as alleged in the article. 

My managing editor published hj; 
letter, and it sounded so convir »ing 
that Col. Henry Watterson, the 
grand old man of the Courier-J ,. 
nal, our morning contempo. iry, 
wrote one of his triple-leaded dj- 
torials—the hall-mark of his co: trj- 
butions to the editorial page- de. 
nouncing the space writer who jaq 
been so careless of facts. Wh n | 
visited Marse Henry in his san: um 
and explained the circumstance: . he 
conceded that he was in error and 


generously published my lette to 
the editor of the Herald, defer 
the story as substantially corre ‘+t jf 


not true in every minor d¢ (ail. 
alongside his own editorial colu:yns 

This story is told not to de‘end 
the young newspaper man _syho 
handled a tough assignment to the 


best of his ability, but merely t 
point out the tremendous con 
between men like Milton H. S 
and the heads of railroads today 


The former drove a_ horse and 
buggy as his sole personal convey- 
ance long after automobiles \ ere 
generally used, and from today’s 
vantage point it is fair to say ‘hat 
his general conception of the rela- 


tion of a great public utility to its 
community was equally obsole! 

A short time before his death | 
had the privilege of reporting 
the readers of ADVERTISING AGE 
policies of another great rail 
man, Lawrence A. Downs, ther 
president of the Illinois Central 
Mr. Downs’ vigorous and def 
policy of making friends of every- 
body who in any way had anything 
to do with the successful oper: 


the 


nite 


wor 


of the I. C. was. characteristi 
of the new attitude developed 
throughout the railroad indust! 


during the past generation. 

Part of this change has been du 
to increasing competition fron 
other forms of transportation, and 
part to the financial difficulties of 
|the railroads resulting from sever 
government regulation and difficult 
labor conditions. But more tha! 
that, it has resulted from a changt 
'in the whole business atmospher’ 
|—a change which has made every 
responsible executive conscious of 
|the fact that the financial succes: 
'and future stability of his busines: 
|depends on what the public thinks 
|of it. 
| In this period of concentration 0 
|defense production, when man) 
manufacturers may have less an 
less need to press hard for greate 
|sales of products, perhaps advertis- 
ing will play its most important rol 
‘and perform its most importan' 


function in helping business to wi! 
greater public acceptance of it 
policies and its ideas. The world 


|does move. 


NOTHER 
FIRST 


A 64%, increase for 
the 1935-40 period ple ed 
Shreveport as the leading © 'ty 
in Louisiana and Ark-La- ‘ex 
in wholesale sales. The num 
ber of wholesale estab sh- 
ments increased 46°/,. Shrove 
port is the CAPITAL CTY 
of the rich Ark-La-Tex t ade 
area. 
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INDUSTRIAL ADVERTISING AND MARKETING 


SS 


The March issue of INDUSTRIAL MARKETING marks the completion 


of twenty-five years of service to industrial advertising and marketing. 


ow Ritalin 2 et 


Those years have been the most important in the history of the country, in the history of 
industry, in the history of advertising. They encompass the modern era of industrial 
advertising during which it won for the first time full recognition as a primary and integral 
part of marketing from industry to industry. 


Before the world war era during which INDUSTRIAL MARKETING was born, industrial 
advertising was a neglected child. War activities demanded expansion and acceleration 
of promotional effort, with full use of all available tools for publicity and advertising. 


Industrial management gained new appreciation of the power of advertising to sell ideas 
and to move goods. 


During the quarter century which has marked the service of INDUSTRIAL MARKETING, 
the magazine has seen industrial advertising flower to full acceptance as a primary factor 
" in industrial selling. Industrial advertising has emerged from obscurity to rank with other 
“4 major marketing activities in building markets and distribution, winning interest for new 
-" and improved products and winning friends for industry and business as a whole. 


- This is a dramatic story of progress in a great and important field, which has been continu- 
7 ously and exclusively served since 1916 by one publication—INDUSTRIAL MARKETING. 
{ Everyone interested in the picture of progress represented by the modern era of industrial 
advertising may record his contribution to the engrossing picture which will be presented in 
the Twenty-Fifth Anniversary Number of INDUSTRIAL MARKETING, closing February 24. 


" Write, Wire or Phone Today 
H 100 EAST OHIO ST., CHICAGO 330 WEST 42nd ST., NEW YORK 
FE SAN FRANCISCO LOS ANGELES ATLANTA 
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Lithography Show Opens 

The Permanent Living Lithogra- 
phy Exhibition, devoted to the dis- 
play of commercial, art and adver- 
tising products of the lithographic 


process, has been opened to the 
public at the New York Trade 
School. The exhibition is spon- 


sored by the school in collaboration 


with the Lithographic Technical 
Foundation and the Lithographers 
National Association. Although 


some exhibits will remain on view 
for 30 or 90 days, plans include a 
steady turnover of material. 


First 3 Markets 
Group Shows Gain 


Advertising revenue of the First | 


3 Markets Group in 1940 was 21.4 
per cent greater than during 1939, 


according to a report issued last 
week. 

The group consists of the roto- 
gravure picture sections of the 


New York Sunday News, Chicago 
Sunday Tribune and Philadelphia 


Welch Grape Juice Company, 
Rochester, N. Y., will make _ in- 
creased use of newspapers and radio 
in 1941. H. W. Kastor & Sons Ad- 
vertising Company, Chicago, has the 
account. 


To reach the second largest Polish mar- 
ket in the United States—-the Western 
New York area—consult 


POLISH BROADCASTING BUREAU 
754 Fillmore Ave., Buffalo, N. Y. 


Jos. F. Mikolajezak Mee-ko-why-chalk) 


(Pronounce 
Director 


POLISH VARIETIES PROGRAMS—Station WHLD 


Ignores Program 
Trends But Gets 
Along Famously 


"'Make-Believe Ball- 
room" Maestro Hits 
the Jackpot 


By IRWIN ROBINSON 


New York, Feb. 5. If Horatio 
Alger’s career had occurred 50 
years later than it did, he probably 
would have been the hero of this 
story instead of the suave young 
man who was feted Monday by 
prominent figures in the advertising 
and entertainment world. 

Center of attraction at the Am- 
bassador Hotel was Martin Block, 
conductor of Station WNEW’s 
*“Make-Believe Ballroom.” The oc- 
casion was the sixth anniversary of 
a program currently sponsored 
three and a half hours a day, six 
days a week by 23 advertisers, 
which has afforded the station 
opportunity to herald, in full-page 
newspaper space here, the pos- 
session of “America’s Highest- 
Priced Radio Salesman.” 


Has Grossed $3,000,000 


The statistics and sales accom- 
plishments of the Ballroom are im- 
pressive, but they pale in contrast 
with the colorful personality who 


an | 


is the spark plug of the program. 
Since its inception Feb. 4, 1935, the 


show has grossed $3,000,000. Start- | 


ing with a single 15-minute period 
and a lone sponsor six years ago, 
the Ballroom is now booked to ca- 
pacity with a waiting list of ad- 


vertisers who’d like to get in on the | 


show. From an original participat- 
ing cost of $129 per sponsor for six 
|15-minute periods a week, the ante 
|has been hiked to $900 for the same 
|participation. At the outset virtu- 
|ally all sponsors were local business 
concerns, while today only 2 out of 
| 23 fall into this category. 


The Ballroom is offered in two 
parts, Monday through Saturday. 
The first runs from 10 to 11:30 
each morning, the second from 


5:30 to 7:30 each evening. Sponsors 
buy units of 15 minutes each. A 
different “name” band is featured 
in each period. 


All-Transcribed Show 


Ever since he 
Greeley’s classical advice by quit- 
ting California in 1933 to strike 
out for the bigger chips of New 
York, Martin Block has been pur- 
suing an unconventional path. He 
stuck to his guns on the listener 
appeal of an all-transcribed pro- 
gram while radio perceived a trend 
in favor of live talent. He has in- 
sisted on the fullest freedom in 
handling commercials, with the re- 
sult that he ad-libs his sponsors’ 
messages more frequently than he 
follows the script furnished by the 
advertiser. And he has refused to 
be tied down to any commitment 
the length of commercials: de- 


on 


Urge lo 


Loveliness 


ITH SUCH glamorous examples as the 
lady on the right constantly before 
their eyes, it's no wonder American women 
out-distance all others in striving for charm 


and beauty. 


On the screen and in the pages of screen 
magazines this urge to beauty is ever-pres- 
ent, sending readers flocking to toilet goods 


counters. 


That's why screen magazines offer a nat- 
ural and receptive market for products of 


feminine appeal. 


GUIDE SCREEN UNIT, 


modern, powerful picture technique, with 
exclusive ‘service’ features on family enter- 
tainment and produced by the largest Hol- 
lywood staff maintained by any publishing 


organization, delivers more 


copies every month into the hands of beauty- 


conscious young women at 
assures profitable advertising. 


# 


utilizing the 


than 600,000 


a cost which 


SCREEN GUIDE - 


PUBLISHED BY 


HARRY HAYDEN 


THE 


GUIDE SCREEN UNIT 


MOVIE-RADIO GUIDE 


OFFICES OF THE ADVERTISING REPRESENTATIVES 
551 FIFTH AVENUE, NEW YORK 


, Advertising Manager 


GUIDE MAGAZINES 


reversed Horace | 


ieee it 


The Make-Believe Ballroom at work—a 

turntable at either side, 20,000 records 

on tap, and a script from which he de- 
viates on the slightest provocation. 


pending on his mood they vary 
from 30 seconds to four minutes. 
Despite these shenanigans — or, 


minutes after the start in another 


and at the 11-minute point in stj]j 
another. 

Big Names on List 
| Included in the list of sponsors 


now participating in the Ballroom 
are B. C. Remedy Company, C»}j- 
fornia Packing Corporation, Canada 
|Dry, General Foods, Grove L 
oratories, Gruen Watch Company, 
Charles Gulden, Kirkman & Sn. 
P. Lorillard & Co., Oakland Chery- 
\ical Company, Paramount Pictur»s, 
|Pinex Company, Rapidol Distrib.t- 
|ing Company and Smith Brother 

| Martin Block’s ingenuity extends 
|beyond his unquestioned ability to 
ad-lib his way through radio. Since 
|he became preoccupied with tra.- 
|scribed programs he has been 
| nettled by the noise of the nee ile 
scratch that is a necessary evil in 
reproduction. Recently he came to 
|the conclusion that the listener is 
aware of the needle scratch or: ly 
because the scraping ceases wh on 
‘one record is removed from ‘re 


{turntable and another started. [o 
jovercome this lapse he |as 
equipped himself with blank rec- 


|perhaps, because of them—the pro- |ords and the needle scratch now 


| gram 


has scored a_ remarkable 
series of success stories. The sta- 


‘tion likes to recount how an electric 


la ffected, 


refrigerator advertiser boosted sales 
from 15 units a week to 140 during 
Ballroom _ sponsorship; a 
Broadway show used one announce- 
ment and pulled 1,148 orders for 
tickets; P. Lorillard used a single 
announcement to offer a sample 
package of Sensation cigarets and 
pulled 18,872 requests; a_ lone 
mention of a free copy of Tommy 
Dorsey’s swing boek drew 30,653 
responses. 


How He Operates 


The Tiffany of radio salesmen, 
who currently earns in the neigh- 
borhood of $60,000 a year, is an un- 
pleasant-faced, mous- 
tached, soft-spoken man in his late 
thirties. Any morning or early 


levening he can be found in a small 


studio overlooking Madison avenue. 
He stands between two turntables, 


selects his records from a= rack 
within arm’s reach, answers an 
endless stream of telephone calls 


while the name bands do their stuff, 
throws in a commercial, chats with 
a visitor and gesticulates to the man 
in the control room. It all sounds 
like a hectic business, but actually 
the maestro of the Ballroom finds 
relaxation in his work. 

In fact, he believes that relaxa- 
tion is the key to successful radio 
advertising. The text of the com- 
mercial is comparatively unimpor- 
tant, he says, it’s the delivery that 
counts. His advice to announcers 
who want to get their message 
across is simple: don't shout at ’em, 
speak with ‘em. 

When visiting broadcasters from 
out of town drop in and try to dis- 
cover the Block success formula, 
he’s amused at their requests for 
copies of the commercials he uses. 
In most instances the scripts are 
identical to the ones furnished 
stations on the sponsor's schedule. 
But Block injects his own person- 
ality, ad-libs his way into the list- 
ener’s confidence— 
is done. 


Never Bothered by Regulations 


Keenly aware of the supervisory 
powers that keep an eagle eye on 


radio scripts, Block is proud of the | 
fact that despite all his ad-libbing | 


and the variety of the products he 
plugs, he has never drawn the fire 
of a governmental agency. He has 


made it his business to become fully | 


conversant with the regulations 
laid down by the Federal Trade 
Commission, the Food and Drug 
Administration and the Federal 
Communications Commission. When 
new rules have been placed on the 
statute books Block has found it 
simple to keep his ad-libbing tac- 
tics within bounds. 

Throughout the 23 separate 
broadcast units he handles daily, 
he limits commercials to a single 
spot at some point in each 15- 
minute segment. A credit line at 
the start and end of the quarter- 
hour completes the sponsor’s identi- 
fication. The commercial may oc- 
cur two minutes after the program 
has started in one instance, eight 


new | 


all | 


and the sales job | 


‘carries through periods between 
jrecords and during announcemenis. 
|The result, he believes, is to elimij- 
‘nate the listener’s awareness of the 


‘objectionable scratch. 
| 


Martha Washington's 
Recipes in Wine Book 

The Taylor Wine Company 
Hammondsport, N. Y., has issued 
a 44-page wine-cookery book, 
“Leaves from the Table of George 
and Martha Washington,” offer- 
ing old, American, wine-flavored 
recipes which were extracted from 
a yellowed, handwritten book, 
found in the archives of the Penn- 
sylvania Historical Society, which 
|originally belonged to the wife of 
the first U. S. President. One page 
is devoted to defining words used 
in the text which have gone out 
of common usage. 

A five-page introduction is de- 
voted to a brief biography of the 
Washingtons together with draw- 
ings of the family. A center spread 
in color displays the Taylor com- 
pany’s full line. Moser & Cotins, 
Utica, is the agency. 


Tilden Joins NBC 

National Broadcasting Company 
has set up the post of Middle West- 
ern representative of the NBC In- 
ternational Short-wave Division, 
with headquarters in Chicago 
|Louis E. Tilden, son of the late 
|Edward Tilden, president of Libby, 
| McNeill & Libby, has been named 
to the post. 


Greater New York Brewery, Inc. 
New York, has acquired the busi- 
ness of the City Brewing Corpora- 
|tion, Ridgewood, Long Island, 
| brewer of Koenigs Special and City 
|Pilsener beer, ale and Half & Half 
These brands will be marketed 
/'under the same names. 


Wallace’s Mother Dies 


Tom Wallace, vice-president of 
| Russel M. Seeds Company, Chicago. 
|flew to Bisbee, Ariz., to be at the 
| bedside of his mother, Mrs. Camilla 
| Wallace, who died Jan. 24. 


Brewers Consolidate 


R «SS sSeERvIcE 


X 


“ECONOMY IN MARKET 
RESEARCH"—a 21 page book- 


let—is yours for the ashing 
* 


R & S complete facilities anc 
long experience meet the 
exacting demands of agen 
cies, publishers and market 
ing analysts requiring de 
pendable research tabulating 


RECORDING & STATISTICAL 
102 Maiden Lane, New York. 
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New Budd Series 
Stresses Earnings 
of Streamliners 


New Trains 
Passengers 
Rails, Says Maker 


Feb. 6.— The 


Back to 


Philadelphia, 
markably effective “shot in the 
arm” that streamlined trains have 
furnished passenger travel on lead- 
ing railroad lines will be empha- 
sized in a new series of advertise- 
ments to be sponsored by Edward 
G. Budd Company, starting in three 
magazines this week and scheduled 
for expansion later. In _ bringing 
home to consumers the story of 
modern railroad comfort, Budd will 
continue an é advertising policy 
launched in 1936 when the com- 
pany became the first manufac- 
turer of railroad equipment to di- 
ect its messages to the public. 

Copy throughout the new cam- 
paign, scheduled for Business Week, 
Newsweek and Time, will dwell on 
the performance record of the 
“Stainless Fleet,” a designation ac- 
corded the company’s stainless steel 
cars fabricated by the Shotweld 
process. The opening insertion will 
feature the “Silver Meteors” of the 
Atlantic Seaboard Line. Subequent 
ads will cover Budd-built stream- 
liners on other roads, including the 
Santa Fe’s Super Chief; Atlantic 
Coast Line’s Champions; Boston & 
Maine Central’s Flying Yankee; 
Burlington’s Zephyrs; Pennsyl- 
vania’s South Wind; Rock Island’s 
Rockets; Reading’s Crusader; and 
the Dixie Flagler, operated jointly 


jeration between New 
| Florida. 


York and 
So great was the accept- 


|placed orders for two more seven- 


by the Florida East Coast and Chi- | 


cago & Eastern Illinois lines. 


Reorders Come in Quickly 


The success that railroad lines 
have enjoyed with the Budd 
streamliners is illustrated by the | 
acceptance of the _ first Silver 


MAILING 


LISTS 
All 


Classifications 
A 
COMPLETE 
DIRECT MAIL 
ADVERTISING SERVICE 


® Addressing 

® Folding 

® Enclosing 

® Stamping & Mailing 
® Printing 

® Multigraphing 

® Mimeographing 


Daily Capacity, 100,000 


‘rade Circular Ady. Co, 


27 South Market Street 
Fre. 1182 Chicago, Ill. 


Bringing 


| 
re- 


lear trains and the Atlantic Coast 


and Florida East Coast Lines like- 
wise ordered three trains. By De- 
cember, 1940, all six trains had 
been expanded to 14 cars each and 
even with these accommodations it 
was necessary for passengers to 
make reservations several weeks in 
advance. 

All the streamliners on the New 
York to Florida run are of the 
sleeper-coach type designed by 
Budd. They are equipped with 
spacious dressing rooms, individual 
adjustable chairs, multiple lava- 
tory facilities, air-conditioning and 
sound-proofing, modern illumina- 
tion, lounge and tavern cars. 


commodations, however, is the 
earnings record chalked up by the 
Budd streamliners. 
year of operation the average ratio 
of net earnings to gross revenues 
was 61.3 per cent for all new Budd 
trains in operation. Best individual 
record was made by the Zephyrs, 
which showed a net earnings record 
of 73.6 per cent. 


Passenger Increases Shown 


Latest figures available showing 
the results of the introduction of 
the streamliners on the Atlantic 
Coast runs reveal passenger in- 
creases of 42 per cent as compared 
with the era immediately preceding 
the new cars. Reversing a seasonal 
trend, the Florida East Coast Line 
carried 59 per cent more passengers 
in August, 1940, than in January, 
1940. Local coach tickets sold at 


During the first | 


1,225 per cent over the correspond- 
ing months of 1939. 
Elsewhere in the 


country the 


|same phenomenal stimulus has been 


noted. For example, the Santa Fe’s 
El Capitans produced $8,000 reve- 
nue during their first month of op- 
eration, February, 1938. The sec- 
ond month saw the revenue rise to 
$38,000, and in the two succeeding 
months revenue on the Budd-built 
streamliners rose to $49,000 and 
$101,000. 

One of the interesting aspects of 
the opening insertion in the Budd 
campaign is the photograph which 


shows a Silver Meteor against a 
tropical background of swaying 
palms. The picture is actually a 


composite, with the shot of the train 
superimposed on the desired scenic 
view. N. W. Ayer & Son is the 
Budd agency. 


to Meet April 4-5 

The 1941 Pacific Coast Confer- 
ence of Sales Executives, under the 
sponsorship of the Sales Managers 
Association of Los Angeles, will 
meet at the Ambassador Hotel, Los 
Angeles, April 4-5. 

Among the speakers will be Dr. 
George Gallup, director, American 


Institute of Public Opinion; Prof. 
Irving Fisher, Yale University; 
Harold J. Cummings, president, 
National Association of Sales Ex- 
ecutives; Neil Petree, president, 
Barker Bros., Los Angeles; and 
R. B. Keator, general manager, 
Western division, Kraft Cheese 
Company. 


KM to Brown & Themes 


National Home Products, Inc., 
New York, has appointed Brown & 
Thomas Advertising Corporation, 
New York, to handle promotion of 
KM washing powder. 


Make your own 


— around you. In offices, in homes, 
in railway cars, in airplanes . . . Make 
your own survey wherever you go, and you'll 
find that the talk is of NEWS. 

The talk is of the grinding wheels of war, 
and the hushed machinations of closed-door 
diplomats . . . of our feverish efforts to re- 
arm, and the world-wide struggle for sur- 
vival. For the impact of events has battered 
down the doors of our everyday lives. 

Small wonder, then, that news magazines 
like NEWSWEEK have become “‘must”’ read- 
ing for thinking people, getting cover-to- 
cover scrutiny as never before! 

In recent years, NEWSWEEK has become 


AVIW 
AVIIa 
a10”Z 2 


\ 


one of America’s vital publishing forces. 
Over 430,000 of the nation’s better families 
(average annual incomes $4,673) have 
learned that Newsweek gives a clearer per- 
spective on what’s really up... and what’s 
coming up . . . because its unique editorial 
formula was pioneered in today’s world, for 


today’s world! 


Because the advertising merit of a maga- 
zine giving the intense attention of an ace 
audience is obvious, advertisers invested al- 
most two million dollars in NEwswEkK space 
in 1940... and linage is up 66%, revenue 
up 83%, for four January 1941 issues 
against four comparable issues last January. 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


Newswee 


“THE MAGAZINE OF NEWS SIGNIFICANCE” 


ii 
is 
at 


“AHEAD of the HEADLINES” —Newsweek on 


the air every 


hursday night, 10:30 E. S. T.; 9:30 C. S. T.; 7:30 


P. S. T. NBC Blue Network stations. 


WiZ New York 

WBZ Boston 

WBZA Springfield Mass. 
WICC Bridgeport 
WNBC Hartford 

WIL Philadelphia 
WBAL Baltimore 
WMAL Washington 


WAGA Atlanta 
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WHK Cleveland 
WTOL Toledo 
WSAI Cincinnati 
WARKR Akron 
WXYZ Detroit 


WENR Chicago 
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San Francisco 
Los Angeles 
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Copywriting Experiment 
ried at Conference 


Seven Writers Attack an advertisement need not hamper 


the individual style of varying 

Same Problem for Stu- copywriters. 
' Prior to the luncheon session on 
dents Benefit Saturday, Clyde Bedell, chairman, 
who planned and conducted the 
Chicago, Feb. 4.—One of the most |sessions, introduced six “ad-plan- 
unusual experiments ever  con-jners’’ and a department store buyer, 
ducted in connection with an ad-| who proceeded to develop speci- 
vertising course was the unusual |fications for a Sunday newspaper 
copywriting performance staged at /|ad, using from 600 to 800 lines, for 
the final sessions of the recent |a combination radio, recorder, pho- 
three-day postgraduate advertising |nograph and public address system 


cago Federated Advertising Club. “ad-planners” were: 

The copywriting demonstration ? 
was designed to prove the central Ad Carefully Planned 
thesis of the conference—that the R. B. Barton, vice - president, 
best copy results from a wedding | Batten, Barton, Durstine & Osborn; 


setting up of specific outlines for and sales promotion, Chicago Trib- 


conference sponsored by the Chi-|in one compact case at $49.50. The | 


of science and style, and that the |W. J. Byrnes, manager of research | 


in al 
KESPONSE. 
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, = Same Time... Same Power... Same ' 
* Program...But WJZ Outpulls Another ’ 
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“SALES through the air with the greatest of ease!” 
We've said it-—You’ve heard it. Here’s an advertiser 
who proved it! 

The simple recipe for proof-of-the-pudding was just 
this: Over 50,000-watt WJZ, and over another great 
50.000-watt network station, went the same program... 
at the same time. Each made the same offer to listeners. 


And in poured the mail responses thousands of 
them. Both stations did well... but WJZ did better 
2.6 times better! 


Success stories like this are nothing new—ask any 
I of the advertisers who have proved WJZ’s sales power 
in the World's Richest Market. Better still, phone us 
make us prove what WJZ can do for your product! 


NATIONAL BROADCASTING COMPANY ; 
A Radio Corporation of America Service 
Represented Nationally by NBC SPOT Sales Offices 
NEW YORK CHICAGO SAN FRANCISCO BOSTON CLEVELAND 
DENVER HOLLYWOOD WASHINGTON 


june; Melvin Brorby, Needham, 
|Louis & Brorby; William White, 


‘sales manager, Wieboldt Stores; M. | p, 


|Seklemian, retail advertising man- 


|McCain, McCain Advertising and 
|Art Service. The department store 
‘buyer was Sidney Natkin, sales 
|promotion manager, Mandel Bros. 
| The buyer presented factual ma- 
|terial about the fictitious instru- 


a; 


How Two Copywriters Solved Problem 


produced here are two of the seven pieces of copy written in an hour at the post. 


| graduate advertising conference. At left is that of Barbara Diehl, Carson Pirie Scot 

ager, Montgomery Ward & Co.; Mae | & Co., Chicago retail store; at right is that of Elmer Kruse, Chicago Tribune, and 

former agency copywriter. These two were picked at random, rather than because 

they were necessarily better than the others submitted. It must be remembered that 
time did not permit rewriting or polishing. 


ment, whereupon the half-dozen | 


|ad-planners spontaneously detailed 
specifications for the advertisement. 
'As any planner suggested a com- 
mon denominator for the advertise- 
ment which met general approval, 
it was added to an outline on a 
blackboard. When completed, the 
outline read as follows: 
To Arouse Interest and Create 
Desire 
'| 1. Tell benefits the prospect will 
gain. 

2. Present selling points that de- 
iliver those benefits. 
3. Emphasize one basic idea. 

4. Show easy use. 

5. Use pride appeal. 
| 6. Distinguish the offering by 
ishowing superior and_ exclusive 
points. 
To Create Conviction 

7. Use repetition or restatement. 

8. Show popularity. 

9. Use a testimonial, 
10. Guarantee. 
| 11. Convey the value. 
Try for Action 
| 12. Give good reasons for buy- 
ing. 

13. Make it easy to buy. 

14. Try a coupon, 


Decide on Headline 


With these common denominators 
listed, the ad-planners turned to 
\writing an approximate headline so 
ithat all copywriters would write on 
an identical theme. They then set 
/down style indications against 


|which the copy could be checked | 


for reading interest. Among those 
mentioned were the following: 
Does it start interestingly? Is it 
|direct — second person — present 
jtense? Is it specific—suited to the 
| reader? Are its words visual and 
lively? Are unnecessary words 
and phrases cut out? Is it broken 


|up for easy reading? Does it sell | 


| for us alone? Does it end interest- 
| ingly? 

With these tasks accomplished the 
j}ad-planner, the department store 
buyer, and the several hundred stu- 
dents adjourned for lunch, leaving 
the field to seven flesh-and-blood 
copywriters, each of whom retired 
|to a cubicle with a typewritten copy 
lof the outline and proceeded to 
‘bank out his or her idea of the 
radio-recorder - phonograph - pub- 
lic - address - system advertisement 


jof the year. They were given a| 


| little over an hour to turn out their 
copy; then it was presented to the 
|students, who in the meantime had 
| been fortified with a hearty meal. 
Seven Copywriters Help 

The copywriters who cooperated 
lin the experiment represented 
varied fields of advertising activity, 
but all were professionals, with 


years of copy production behind | 
them. They were Dorothy Adams, | 


sales manager, housewares division, 
/Montgomery Ward mail order, for- 
merly a_ retail store copywriter; 
Anne Bartram, head fashion copy- 
writer, Wieboldt Stores; Barbara 
Diehl, direct mail and fashion copy- 
writer for Carson Pirie Scott & Co.; 
John L. Jones, Sears, Roebuck mail 
order; Elmer Kruse, copy and art 
department, Chicago Tribune and 
former agency copy man; Walter C. 
|Power, copywriter, Hays MacFar- 
land & Co.; and William Purcell, 
copywriter, Batten, Barton, Dur- 
stine & Osborn. 

Space does not permit reproduc- 
tion of the copy turned in by all 
seven copywriters, but the headline 
treatment, and particularly’ the 
secondary heads (since a main 
|headline was suggested by the ad- 
planners) give an idea of the vari- 
ous approaches. 


How Headlines Read 
Copywriter Adams: New — Inex- 
pensive radio-recorder. Excitement, 
fun for you, your family, your 
|friends. Only $49.50. No down 
payment, one full year to pay. 
Copywriter Bartram: Entertain 


| 
| 


ENTERTAIN YOUR FRIENDS WITH 
THE EXCITING NEW RAYCORDO 
First 4-in-1 Portable Radio-Phono- 
graph Public Address System- 
Recorder Only $49.50 
Complete 
No down payment necessary 
one full year to pay 
Four thrilling entertainment instru- 
ments in one portable . . . the revolu- 


|} tionary RAYCORDO! You can record 


| 


yourself as others hearyou .. . telling 
your favorite funny story, rehearsing 
your next speech, mimicking a _ star 
performer! You can listen ‘round the 
world in a single evening . . . hear 
the quiz wizards, prize-winning plays, 
foreign history-in-the-making, startling 
news of America from Capitol Hill! 
You can play the choice records of 
the classic and “hum-tune” music-mas- 
ters! All this audible pleasure from 
a single instrument with the clarity of 
“person-to-person” sound, heretofore 
known only in an instrument four 
times the size and cost of the inex- 


| pensive, portable RAYCORDO! 


Yet with all its “four-ring-circus- 
sound” possibilities, Raycordo is as 
simple to work as winding your watch. 
Just plug it into a handy light socket, 
AC or DC current. With a flick of 
the dial, Raycordo is a radio Slide 
an arm, it’s a phonograph, lower the 
same arm and your recorder spins into 
sound action. Or set up the speaker 
: flash, there’s a public address 
system! And you can travel Raycordo 
with you like a small overnight case 

from nursery to basement rec- 


|}reation room, from home to home, 


even cross-country. Raycordo comes 
in an attractive lightweight red, blue, 
ivory or brown plastic case—weighs 
only 15 pounds, 

Yes, Raycordo is the first portable 


recorder-radio-phonograph-publie ad- 
dress system in one Yet it has all 
the outstanding features of a standard 
cabinet size instrument . . .. the 
7-tube radio has a built-in aerial and 
tone -control dial The phonograph 
Plays records up to 12 inch size The 
recorder cuts a 6-inch record And 


remember Raycordo is fully guaran- 
teed for 1 year against any mechanical 
defects 

Hear Raycordo and you'll want to 
take it with you. For all its amazing 
f-in-1 entertainment qualities, this 
amazing scientific sound achievement 
is priced incredibly low . . . only 
$49.50 complete .. no down pay- 
ment if you wish. Hear Raycordo to- 
morrow . . . the first chance any day 
or night this week. Our studio is open 
for your convenience until 9 o'clock 
evenings or call State 2000 


RAYCORDO IS NATIONALLY AD- 
VERTISED IN LIFE AND ESQUIRE 
AND IS EXCLUSIVE AT SMITH’'S 
IN CHICAGO 
L. J. Smith & Company 
122 N. Wabash 
Coupon here Testimonial here 


Entertain your friends with this 
citing new 
RAYCORDO 
Recorder-Radio-Phonograph 
First time at this 
sensational low price 
$49.50 
NO MONEY DOWN—ONE YEA 
TO PAY! 

Here's the radio of a_ thou da 
thrills—all new and exciting, includ ng 
the newest rage in entertainm: ie 
home recording! 

This amazing multi-pleasure | . 
able instrument gives you powerfy] 
7-tube radio reception and = superb 
record-playing performance. But here's 
the BIG news—you can make y ow 
own records with it anywhere! u 
can record your own voice and lis en 
back to it. Speeches, music, your ‘a. 
vorite radio programs, a living record 
of your children as they grow u>— 
anything—may be preserved as e; Vv 
as ABC—on records you can | 
back today, tomorrow, any time 

At parties, club meetings, amat our 


theatricals, you can double the in 
with the Raycordo public broadest 
microphone, amplifying voices 1e 


same as artists of the stage. 

No other radio-recording combina- 
tion offers you so much for the money 
~Radio, Record Playing, Home C- 
cording, Public Broadcast—all at is 
amazing low price! Weighs only 15 
pounds. Easily transported any )p! ice 
you go, to use any way you choos: 

In stunning modern plastic « 
Choice of four beautiful colors d, 
blue, ivory and brown. 

Be the first in your group to enter- 
tain with home recordings See s 
amazing instrument. You'll find a dem- 
onstration exciting! Come in today 
Buy on our convenient payment plan 

no money down. 

Note these outstanding features 


@ GUARANTEED FOR ONE FULL 
YEAR. 
@ Powerful 7-tube radio receives I 


broadcast and shortwave. 
Operates on AC or DC, 
Plugs into any socket. 
Plays records up to 12 inch siz 
Records on 6-inch records, 
Lightweight—easy to carry. 
Single arm recording principle 
sures simplicity and ease of opera- 
tion 
@ Lowest, price for 4-purpose rad 
combination of this quality. 
Read what Mrs. Vandergilt, 152 
One Way Drive, says about RAY- 
CORDO (testimonial). 


your friends with our exciting new 
|triple entertainment value! The 
portable Raycordo. Radio! Phono- 
|graph! Home recorder! All at the 
|}one extra-ordinarily low price, 
| $49.50. 

Copywriter Diehl: Entertain 
your friends with the exciting new 
Raycordo. First 4-in-1 portable 
|radio - phonograph - public address 
|system-recorder. Only $49.50 com- 
plete. No down payment necessary 
... one full year to pay. 
| Copywriter Jones: Entertain your 
ifamily and your friends with this 
exciting new inexpensive radio re- 
corder. 

Copywriter Kruse: Entertain your 
friends with this exciting new Ray- 


cordo — recorder .. . radio 
phonograph. First time at this 
sensational low price, $49.50. No 
| money down ... one year to pay. 


Copywriter Power: Let this ex- 


citing new inexpensive radio-re- 
corder make your home “headquar- 
ters for fun”... for your family 
. for your friends. Raycordo 
radio—phonograph—record maker 
—public-address system. All in one 
and all at this amazing low 
price .. . $49.50. 
Copywriter Purcell: Entertain 
your friends with this exciting new 
inexpensive radio-recorder. Beauti- 


|ful, compact, 4-in-1 portable set. 
| Recorder — radio — phonograph — 


public address system .. . all in one 
No money down—one year to pay 
Only $49.50. 


Insurance to Pepper 

The Mutual Benefit Life Insur- 
ance Company, Newark, N. J. has 
appointed J. W. Pepper, Inc., New 
York, to direct its advertising 
Bessie Mae Murrelle is account 


executive. 


55.120 VISITORS 


55,120 people visited WFBR’s Radio Centre la 


year—evidence of public interest and the pulling 


j 
cr 


= 


power of WFBR’s local “live talent” shows! 


(3 announcements brought more than 1000 requests for « 


Sunday afternoon show.) 


* 


Let WFBR's program depart- 
ment build you a crowd-getting 
live talent show. No other Balti- 


more station has comparable 


* 


facilities. 


WFBR 


BALTIMORE 
National Representatives 


EDWARD PETRY & COMP<NT 
oe 


* ON THE NBC 


RED NETWORK * 
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ADVERTISING AGE 


25 


Wrigley Takes 
(5 Minutes on 


att ets me io er al New York, Feb. 5—Following the 
renewed “Information Please” for Series. A feature of the campaign attainment of peak sales volume for 
13 weeks. effective Feb. 14. TI Reynolds Continues will be a dealer contest for retail | @t& a Snes . , 
; sa : ” ese - | record clerks. Pepto-Bismol during 1940, Norwich 
quiz program is heard Friday from R. J. Reynolds Tobacco Company! The Series is a new type of edu-|Pharmacal Company has_ boosted 
Ne York. Feb. 5. — William | 2:30 to 9 p. m. over 113 stations of has renewed ‘iancheon at ' the cational record set designed to pro-| the product's advertising appropri- 
wrigiey Jr. Company has taken the NBC Red network. Lord & Waldorf,” effective Feb. 22. Star- vide music students with a reper- ation this year with a schedule 
ver another 15 minutes for its Thomas is the agency. ring Ilka Chase as mistress of cere-| toire of study pieces recorded by that calls for insertions in Ameri- 
0 peer? cor eee a ies > progr is broadcast in | name artists in order that they may| “7. tea ey “ ' 
~ndoy night radio time with the L Esthe monies, the program is broadcast in aecthcn’ fe s, ‘> |can Magazine, Collier’s, Cosmopoli- 
ae ing "a “Dear Mom” for y Ecegegesiagues behalf of Camel cigarets and Prince | Measure —_ ey a nn tan, Life, Redbook, The Saturday 
launc'iit 6 Lady Esther, Ltd., has renewed Albert tobacco Saturday fro 1:30 musical progress. The campaign is (“> “tl*; B od Ry 0 : 
. TI aia Albe1 acco Saturday from 1% Evening Post and This Week 
Spearmint gum. the new program, Guy Lombardo and his orchestra,| to 2 p. m. over 53 stations of the| >eing directed at public school | ©vtning © os! an ~ “een 
dramatizing the life of two draftees : B Sl = Papa or ge ; 


at a fictitious army camp, is heard 


& Co. is tl woes in the 
te eile e. Sad “bie & Co. is the agency. ake of os ishenressure live 
from ra: get on SS m., and one station has been added — R yy Se . faa nd oer s 
minutes a ; ork. making : j >: ‘ “Tes ‘ 
@risiey show, “Gene Autry and to the CBS network, m king a total YMCA Offers Copy Course Calvert Promotes esnik dramatizing typical conditions of 
aa ” ich of 54. Pedlar & Ryan directs the | Tubie Resnik has been appointed + remedi » Pe is 
His Melody Ranch,” which was), : 4 mgerias we The marketing division of the ple Nesnik has been appointed | discomfort remedied by Pepto-Bis- 
; account for Lady Esther cosmetics. | . roars general sales manager of Calvert ; ; . 
formerly aired from 6:30 to 7 p. m. Commerce School, Central YMCA | }); tiers Corporation, New York, ™°! Will dominate all layouts. 
ee ee ee yal ccndnaecesniigs rey a oe aM He has’ oan” with Calvert since Lawrence C. Gumbinner Advertis- 
4 | y . we “ur ‘ce é , tis- ys b ms ing A aco — ‘ re Y val al 
stations of the Columbia Broad- Gulf Oil Corporation has se-| oo ge anal woes ta. re May, 1939, as manager of the East- colt —- bse the —" 
caren om ingre. te .— number ne newed the “Screen Guild Theater,” Tom J. Montgomery, account execu- | ©” ae and Robt ge tag en en ee 
the ag 7 yong big now | effective Feb. 16. The dramatic) tive, Byrne Advertising Agency, in| With McKesson & Robbins for 1f —$_$____— 
has a solid three-quarter hour on | program is broadcast Sunday from) charge of copy, and Henry Einzig, | 7°8"S: 
Sunday nights. Arthur Meyerhoff | 7:30 to 8 p. m. over 54 CBS sta-| art director, Stemar Displays, in| Lantern Club Elects 2 
& Co. is the Spearmint agency. 


Schick on Air 
Magazine Repeating Razor Com- 


: ea in Winnett | is acl i See pe Edward W. Paro, formerly with | Advertising Clubs will be held in| ing. Donald MacDonald, New Eng- 
pany will sponsor “Duffy’s Tavern” | renewed “Battle of the Sexes” and | kmox, St. Louis, has joined the | Toronto, May 2-3, 1941. Plans for |land representative of’ Life, was 
in behalf of its Schick Injector Manhattan at Midnight, both Clifford F. Broeder Advertising the meeting will be made at the named _ secretary-treasurer. The 
razor and blades, beginning March | aired over NBC networks. The for-| Agency, St. Louis, as account ex- | King Edward Hotel, Niagara Falls, club is celebrating its 25th anni- 
|. The program was first heard in| mer, for Energine, is heard Wed-| ecutive. 


1940 when one performance was 


heard over the 31 stations of the 
Canadian Broadcasting Corporation. 
J. Walter Thompson Company 
the Chase & Sanborn agency. 


is 


Lucky Strike Renews 
American Tobacco Company has 


effective Feb. 17. The orchestra is 


aired Monday from 10 to 10:30 p. 


tions through Young & Rubicam. 


Sex Battle Renewed 
Cummer Products Company has 


nesday from 8:30 to 9 p. m. over 
50 stations of the Blue network, and 
the latter, for Molle shaving cream, 
is broadcast Tuesday from 9 to 9:30 
p. m. over 58 stations of the Red 
network. Young & Rubicam is the 
agency. 


NBC Blue network. William Esty 


charge of layout. 


Paro Joins Broeder 


Columbia Promotes New 
Student Library Series 
Columbia Recording Corporation, 
New York, will use radio, direct 
mail and point-of-sale displays to 
promote its Student Music Library 


heads, music students, their teach- 
ers and parents. 


Affiliation Meets May 2-3 
| The 38th convention of the Inter- 
national Affiliation of Sales and 


Ont., March 8. 


Pepto-Bismol Hits 
Peak Sales; Copy 
Expanded Greatly 


Copy will continue to feature the 
digestive that follow 


J. P. Embich, New England rep- 
resentative of House Beautiful, was 
elected governor of the Lantern 
Club of Boston at the annual meet- 


versary this year. 


given for the CBS Forecast series 
which presented 14 different pro- 
grams for sponsor and audience ap- 


proval. It will be aired on 55 CBS 
stations, Saturday from 8:30 to 
8:55 p. m. J. M. Mathes is the 
agency. 


Philip Morris Expands 

Philip Morris & Co. has renewed 
‘Johnny Presents,” adding 12 sta- 
to the CBS network for the 
| variety show, making a total of 90 
\ stations. The program is aired Fri- 
day from 9 to 9:30 p. m. through 
} Biow Company 


tions 


AS RADIANT AS 
REFLECTIONS 
ON STILL WATER— 


U. S. Tobacco Changes 
) United States Tobacco Company 


ill drop “Pipe Smoking Time” 
after the performance of Feb. 17 
and substitute “Columbia’s Gay 
Ninetie 


Review,” a CBS sustaining 
program, beginning Feb. 24. It has 
not yet been determined whether 
the name for the new variety pro- 

gram will be changed. The new 


how will be heard at the same 
time, Monday, from 8:30 to 8:55 
m., over 56 CBS stations. Arthur 
Kudner is the agency. 
Add Two for Jergens 
Andrew Jergens Company has | 


added two stations, making a total 
{71 of the NBC Blue network for | 

the “Jergens Journal,’ featuring 

Walter Winchell. Lennen & Mitchell 
the agency. 


Standard Brands Increases 
Standard Brands, Inc., has added 
‘wo stations, making a total of 78 
‘BC Red stations for the Chase & 
: Sanborn show starring Edgar Ber- 
t sen and Charlie McCarthy. In ad- 

ton, the program is now being 


Your Product’s Beauty Is Pictured on 
Levetcoal Printing Paper at Less Cost! 


While the new Serelcoal™ printing papers were manufac- 


a 


(ee 


small budget for printing which has limited you to not-so- 


tured primarily to provide a smoother, better printing sur- good appearing catalogs, circulars and brochures, you now 


face, Kimberly-Clark has, at the same time, achieved a new can step-up to Serefcoa’ quality paper at little, if any, 


economy in coated paper making, and now important savings extra cost! 


are available to all buyers of printing. For with this entirely Seeing is believing—Ask your printer or paper merchant 


COLLINS 
MILLER & 
HUTCHINGS 


different, new formula coated paper, you to show you samples of this unique 


dtai ll the be of costl inting saper, or write Kimberly-Clark for 
a ae oy Say ef aay po Fevetcoal Papers for smoother, Pay J . 


better Printing 


Tea fect ’ 


Geovetcoal Super 


* 
kK j om fect 
Seretcoal. Vaprer 


Multifect’ 


Geovelcoat. Vaprer 


paper at the price of ordinary paper! proofs of printed results on Serelcoal 


If you have been buying highest papers—results heretofore obtainable 


quality printing, you now can buy 


only with high-cost printing papers. 
more printing at the same price by You'll agree, these new-type papers 
specifying Sevelcoat papers: Trufect,* do most for the money! They are 
Kimfect* or Multifect.* available through your paper merchant. 


On the other hand, if you have a If you prefer, inquire direct. 


* TRADE MARK 


A grade to fit your needs and your budget 
Manufactured by 


KIMBERLY-CLARK CORPORATION =. 


Established 1872 
CHICAGO —8 South Michigan Avenue 


"PHOTO-ENGRAVERS 
‘(N CHICAGO 


NEENAH, WISCONSIN 


NEW YORK — 122 East 42nd Street . LOS ANGELES—510 West Sixth Street 
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here last week a window display | 


Proctor Expands = «gmvievinmns | Getting Personal Nw! Enamel 


irons and cartons, in 4% minutes in Tubes Gets - 
as a demonstration of the simplic- : ‘ a . 
Toaster, lron “A a i a sein x cei The reason the high school annual at Waukegan, IIl., is out of the Good Reception 


d is that H Towne ck Benny bought enough advertising 
and floor display can be set up. All red is that Home Towner Ja y B B 


e ; ; space to put the publication on the right side of the ledger. . . Art New York, Feb. 6.— Cutlery ang r 
D f 1941 display material has complete In~ | Lund, sales supervisor, Knox Reeves Advertising, Inc., Minneapolis, is | cosmetics appear to be as far «part 
rive or structions for its use printed on the | passing out cigars and candy on the birth of his first child, an 8 lb., 40z. |as the two poles, but Henkel-C|ays. 
back. Suggestions for selling the | son. The Lunds tagged the offspring Peter Arthur Lund so they |Cutlery Company seems to haye o 
Philadelphia, Feb. 5.—The con- ee are provided retail sales could get initials which would spell Pal... bridged one gap. _ What's more, its fos 
sumer advertising program of Proc-|PETSOMS: | Ed Grossfeld, a.m., Baskin Cothing Co., Chicago, and Ruth Kobe, | cosmetic business is growing rapidly @ 
tor Electric Company will continue an og Rage igenaad Los Angeles, will tune in on wedding bells one of these days. . . | and promises some day to be me lhe 
to feature the Never-Lift iron and | °Y es 4 by Roscoe L Imhoff, general | William J. Conners, pres. and publisher, Buffalo Courier-Express, has |a case of the “tail wagging the 
“pop-up” toaster this year with 0 Bo, Macon iis pongo Da sub- | been elected a director of the Sterling Engine Company, Buffalo, of | dog. 


“opy sche > ‘ ar i : ertisi j j Henkel-Clauss now operat: 
copy scheduled to appear in Good stantial increase predicted for 1941. | which Addison F. Vars, Buffalo advertising man, is president. . . a 


Housekeeping, Life, The Saturday |’ Harry A. Batten, pres., N. W. Ayer & Son, was one of 10 members romp id recta boss or 
Evening Post and Woman’s Home | elected to the board of directors of the Philadelphia Chamber of Com- |™€"C noon: head. 


Companion. The business publica- “Popular Science” Prints merce recently. . . — at es Sean ub- 
tion schedule, which is more than | oa . ‘ fs . F , sidiary’s product is e nail 
double that of 1940, will be used Book- -Mark Cover Copy David Lipton, adv. director, Columbia Pictures Corp., and Edward 


enamel, which was introduced only 


to announce new merchandise and| What it believes to be the first| Solomon, of Twentieth Century Fox Film Corp., may be business six months ago and was first ad- 


ep actual publication in a_= general ; __.... rivals but they are personal pals. | vertised last D ber. Its firs’ 
merchandising plans. maensing ; fa a . eee vertised last December. Its firs! ex- 
: = peran o gazine of a book-mark cove! They have just taken a Riverside ‘tian s : : ad 
The first merchandising activity, advertisement appears in the March SCHICK | IN HAWAII Drive egartnent teasiber. . . om campaign is now ge'ting 
scheduled to continue through May, | issue of Popular Science, out Feb. 1. pins ~wcheengan ais tiie under way. _ . 
is a factory trade-in offer of $2 for|The advertisement is that of Na- . h z “gt lite As part of its cutlery line, ‘ten. 
the company’s iron models 970 and | tional Educational Alliance, New ner, who seems ave more jkel-Clauss makes manicure «cis. 
971. A trade-in of $1 will be| York. than his share of physical woes, |<ors| To help its scissor sales, jt 
allowed on the 972 model. No|. The back cover of the publication is shaking hands with his left began making toiletry kits, and 
trade-in will be permitted with the | /S actually 1% pages wide, with the paw these days. He dislocated | among the items included in these 
extra half page folded back inside, his right shoulder when he fell ; li lled Ac 
Never-Lift. and with both sides of this flap he i sets was a nail polish ca ccent 
With each order for six irons the |peing utilized by National Educa- | na? ig Nettanas These sets were, and still are, being — 
company will give the dealer a/tjonal Alliance in addition to the | Sinniuaniiaan ss ie he sold in a number of - department 
promotion package consisting of a| third cover itself. The book-mark | es iB » prexy, stores. 
pr ee , dar 69 saecice a list | cepted the job as chairman of the 
display, window poster, $2 checks | portion of the cover contains a list | ene = 
for old irons literature, special sale | Of courses, together with front and | Civilian Mobilization of the Sal- Packaging Idea Helps 
tags to be tied to the irons and a| back sides of a business reply | ae oe Se ee ee | Henkel- Clauss soon discovered 
aca 4 postal, all ready to be torn out and | to raise a mere $375,000 to oper- | n s SC ed & 
newspaper ad builder with com- 1 |that the chances of marketing an- ene 
Paty ee: mailed. ate New York branches of the or- | ; ; 
plete ads and elements for building en genleation fer this year other nail polish successfully were K 
other ads, all available in mat! Rentucky Liquor | Everit Terhune, v.p., Chilton |none too good. But the difficulty lan 
form. Retailers buying two deals : , lof crashing the crowded nail polish 
, . 4 ast? Pri Act I lid Co., and publisher of Boot & Shoe |” She 
will receive a two-color newsprint ce nva ; - | field was surmounted through adop- 
“ae > nages ‘ : — ine | Ralph J. Cordiner (right), president of Recorder, landed in a St. Louis |” Fa : - ; M 
flyer, tabloid size, four pages, im- The Kentucky liquor and wine Schi . pio , -.. |tion of a clever packaging idea and bn 
: ; Sa oe é teat, NS? 7 vie ea, bey ape me chick Dry Shaver, Inc., and Ken Gifford, hospital with cuts and bruises. ie Life 
rinted with dealer’s name, address | fair trade act, permitting the state : | d merchandising methods : 
né to fix minimum profits for whole-| Vice-president, seem to be enjoying After making a safe airplane -— 7 g we tion 
and telephone number. be a ee ein themselves during a winter vacation i my » | Instead of marketing Accent pol- 
At a national meeting of Proctor | S#lers and retailers, was declared 9 in flight, the airline bus had an ac- lish in th esiieaah tattin ¢ Yor 
Se ee ——— - soles invalid Jan. 27 by Circuit Court Honolulu. cident in traffic. . . edhprtiee- dragon regen om, a OM 
division managers and salesmen) judge W. B. Ardery at Frankfort.| - —————— —____— To his litera dvertising and |the product was renamed Pledge Nev 
& y 1 erary, adve g } ‘ ™ Distrib ' e 
The decision will be appealed. _ political achievements, Bruce Barton can now add culinary talent. His |and put up in tu vaild “a ae Assi 
a‘ Bp Ra gh os agg BA pono own conception, Yankee Noodle Dandy, led to his initiation as an | 4S ee pr oe = ee ten Ind. 
soe a. Bina scies 33 per "cent | honorary member of the Society of Amateur Chefs. The recipe will /and agg weet we. Poe ‘ ae eI A 
HAIRE re markup for retailers. _ be printed in Look, and the New York Central Railroad has promised |™onths it has xe Hone emg m Exp 
) MERCHANDISING pint ah _ to include BBDO boss’ dish on its dining car menus. . . Pledge has sold well enough to giv Am 
/ PAPERS \“s< a ee promise of overshadowing the cut- Ste 
-—- Trades Agency Moves | When not selling advertising, Chet Bokelund doubles as a demon lery end of the business. ote 
Merchandising Authorities Trades Advertising Agency, New| Skier. Before moving to Cleveland to take charge of the new United | Pledge is the only nail ename A 
1170 BROADWAY. NEW YORK a | York, has moved to 480 Lexington | States News office there, he took a week off to try the ski trails of | sold in tubes It can be carried in } fere 
avenue. _ Mont Tremblant, Canada. While there, he entered a race and | milady’s handbag without the bas: 
parr. with a bronze medal, missing the silver award by five ‘danger of spilling. The tip of th an 
es 'tube is made of felt, thus making peer 
John Godston, a.m., American Molasses Co., is enthusiastic about his ‘cotton unnecessary to remove pol- M 
newly-invented can labeling method, which has been copyrighted ‘ish. A tube sells for 20 cents pom 
ene the name of Multican. Advertising of the new labels will Pledge comes in 15 colors, and eac! Age! 
rea soon in grocery papers... shade is identified by the color on Spri 
$ 3 Spri 
Robert Cresswell, new publisher of the Philadelphia Evening |the cap of the package. The tub M. 
Ledger, successfully disregarded an attack of the flu to attend a | itself serves as a brush. tern: 
recent dinner in his honor at the Racquet Club. . . Major Edward A. Advertising is currently being Adv 
Davies, v.p. of WIP, Philadelphia, received a certificate from the | concentrated in magazines, will M: 
Philadelphia Junior Chamber of Commerce recently in token of its |one and two-column insertions it Nati 
appreciation for a talk which the major made before the group on |two colors. The schedule include: ers, 
national defense. He is a re- | Faweett Fiction Group, Mademoi- M: 
serve officer in the 79th Division |selle, Modern Magazines, Photo- Sout 
of the 315th Infantry of Pennsyl- ADMIRE DESIGN | play - Movie Mirror, Screenlané socia 
vania. . . |Unit, True Romances and True M: 
When Mrs. Kathleen Fuller was 4 hes Story. Ferry - Hanly Company verti 
elected president and treasurer of the agency. Bost 
the Courier-Gazette, Rockland, —_—__—_— M: 
Me., recently, it meant that her . ia Lith 
husband, William O. Fuller, had File “Good House” Reporl§ ,,." 
| ended 67 years as publisher. He The trial examiner’s report !! Sprir 
is now 85 years old. Mrs. Fuller the Good Housekeeping case ha: M: 
has been active on the Courier- been filed with the Federal Tract tions 


|\Commission and after exception Pal 
have been filed to this confidenti alm 


material by both sides there w! 


| Gazette for three years. . . Staff 
| members of KXOK, St. Louis, 


threw a birthday party for C. G. 


. ; be oral argument before the FTC B 
Cosby, sales manager, presenting A final decision is not expected f Tw 
| him with a briefcase, suitcase and at least two months. Br 


birthday cake. . . 

Among Philadelphians who 
celebrated their birthdays the 
same day as the President’s 
Birthday Ball were H. A. Batten, 
pres., N. W. Ayer & Son; Sayre 
MEMBER M. Ramsdell, v.p., Philco Radio & 
TEX AS Television Corp., and Robert B. 


| AFFILIATE 


aii Wed miu Rex Smith (left), managing editor of 
4 QUALITY Tage. “" — Autocar Com- Newsweek, and W. S. McLean, director 
NETWORK pany... That sailfish catch made gg advertising for Fisher Body, look over 


° in Florida waters by Quentin J. 4 steering wheel design made into a 
| David, head of David Co., St. frock. It was one of two dozen shown 
Paul agency, was pictured in the at exhibit of the Auto-Motif Fashion 


a 


’ St. Paul Dispatch along with Mr. Group, using the 1941 Buick as inspira- 
and Mrs. David and son and tion. 
daughter... ~ - 


SAN ANTONIO 


50,000 ~ 
WATTS — 


“Landmark,” an oil painting by Edvard Steen, art director, the 
Branham Company, Chicago, has been awarded the annual purchase 
prize of $100 in the Swedish-American art exhibit on view at Mandel 


Brothers’ galleries. The painting, which depicts an old grain elevator ‘PANY 
which survived the Chicago fire of 1871, will go to the American JOHN BLAIR & CON 
wing of the National Museum, Vexio, Sweden. . . Charles John Bor- 


’ relli, of Borrelli Co., Philadelphia agency, wrote the “Red Feather” National Representa ves 
4 song which has been accepted as the official theme song for Philadel- of Radio Statior 
: CLEAR CHANNEL phia’s United Charities campaign. . . 


¢ 

H. R. Henderson, founder and pres., Absorene Company, St. Louis, | CHTCAGO—s20 N. Michigan Ave—~vverie ® 
is celebrating the golden anniversary of his company, maker of clean- | NEW YORK—341 Madison—Murr® 288 
ing preparations. . . Bill O’Brien, space buyer, Guenther-Bradford & DETROIT—New Center Building—™9t** | 
Co., Chicago, is proudly displaying a new Longine wrist watch, a gift | 5T LOU!S—455 Paul Brown =—_ 


a5 
j i ; : : LOS ANGELES—Ch. of Com. Bidg aaa yee 
$ 9 , ’ 
of _ organization presented at a dinner commemorating 20 years of SAN PRANCISCO—608 Rese Bids 
service. .. 
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MORE AND MORE 


— | 


NEW DENTAL CREAM — 


HAS 180% MORE IRIUM 
\ 


Se 


A big boom in the irium market is her- 
alded by current newspaper advertising | 
for Pepsodent. 


Coming — 
Conventions 


Feb. 18-19. Annual meeting, In- | 
land Daily Press Association, Hotel | 
Sherman, Chicago. 

March 14. Eastern Round Table, | 
Life Insurance Advertisers Associa- 


tion, Hotel Pennsylvania, New 
York. 
March 29-31. Spring meeting, 


Newspaper Advertising Executives 
Association, French Lick Springs, 
Ind. 

April 1-4. Annual Packaging | 
Exposition and Conference of the 
American Management Association, | 
Stevens Hotel, Chicago. 

April 4-5. Pacific Coast Con- | 
ference of Sales Executives, Am- | 
bassador Hotel, Los Angeles. 

April 28-May 2. Annual con- 
vention, Premium Advertising As- 
sociation, Palmer House, Chicago. 

May 1-3. Annual meeting, Ameri- 
can Association of Advertising | 
Agencies, The Homestead, Hot | 
Springs, Va. | 

May 2-3. Annual convention, In- | 
ternational Affiliation of Sales and | 
Advertising Clubs, Toronto, Ont. 

May 12-15. Annual convention, | 
National Association of Broadcast- 
ers, New Jefferson Hotel, St. Louis. 

May 19-21. Annual meeting, 
Southern Newspaper Publishers As- | 
sociation, Edgewater Park, Miss. | 

May 25-29. Annual meeting, Ad- | 
vertising Federation of America, 
Boston. | 

May 27-30. Annual convention, | 
Lithographers National Association, | 
The Greenbrier, White Sulphur 
Springs, W. Va. 

May 28-30. Annual meeting, Na- 
tonal Advertising Agency Network, 
Palmer House, Chicago. 


Bruno Rok ‘e Named | 


Bruno J. | hde, formerly sales 
manager and assistant to the presi- | 
dent, has been named regional sales 
manager of Standard Brands of | 
California, affiliate of Standard 
Brands Inc., with headquarters in | 
san Francisco. He has been with 
he company in various capacities 
since 1923. 


Leokum Joins Bijur 

Arkady Leokum, formerly with 
Katz Advertising Agency, New 
York, has joined the copy depart- 
ment of George Bijur, New York. 


Jor S real 


Sales Action 
+DISPLAYS hy 
Seen-in-action 


MEN-IN~ ACTION DISPLAY CO., Inc. 
‘FIFTH AVENUE, NEW YORK 


ow 


‘Housewares Show in July 


| Scull Leaves NRDGA 


/15 to become publicity manager for | 


|been with the NRDGA since 


Rit Returns to Ludgin Vintners Seek 


Rit Products Corporation, Chi- 
cago, whose advertising formerly | 
was handled by Earle Ludgin, Inc., 
Chicago, has again put its account 
in the hands of that agency. 


5-Year Extension 
of Advertising 


Harrisburg, Pa., Feb. 4.—A five- 
year extension of the promotion 
campaign of California’s wine in- 


The annual Housewares Show, | dustry has been recommended to 


Sane by the New York House- | the California department of agri- 
wares 


Will be in the Auditorium, Atlan: {Culture and is now being consid- 
tic City, N. J.. July 13-18. ‘ ,ered by the department, it was re- 

aby : ported at a wine industry meeting 
here recently, by Standish E. Marsh, 
Eastern account executive for J. 


James H. Scull will resign as Walter Thompson Company, which 


publicity director of the National ji, handling advertising for the Wine 


Retail Dry Goods Association Feb. | 4 qvisory Board. 


the National Conference of Chris-| Mt. Marsh said that the present 
tians & Jews, New York. He has | ‘three-year program entails the ex- 
1933. penditure of $2,000,000 in wine 


| promotion, but that under the plan 


with which 500 California wineries 
are cooperating through the de- 
partment of agriculture, this ex- 
penditure for advertising and 
dealer service would increase as 
production rises. 


Lee to Frankel-Rose 


| Lee Garment Company, Chicago, 
j;maker of sport dresses, has ap- 
|appointed Frankel-Rose Company, 
| Chicago, to direct its 
|\Women’s magazines, business 
| papers and direct mail will be used. 


— to Gregory 


| G. C. Jones, formerly with Audi- 
Vision, Inc., New York, has joined 
Francis Gregory & Associates, New 
York, commercial motion picture 
' producer. 


Schnake Adds Three 


The Frederick C. Schnake Adver- 
tising Agency, Milwaukee, has been 
appointed to handle the advertising 
of Mountain Valley Water Com- 
pany, Milwaukee, using newspapers 
and direct mail; Dural Company, 


| pany, 


advertising. | 


Milwaukee, chemical products, 
/using business papers and direct 
|mail; and Schwartzburg Nash Com- 
Milwaukee, using radio, 
newspapers, outdoor and = direct 
mail. 


Names McC-E in S. A. 


| General Electric, S. A., Argentina 
|subsidiary of the parent company 
jin the United States, has appointed 
| the Buenos Aires office of McCann- 
Erickson to handle all advertising, 
including the G-E radio. Previously 
the agency had been directing only 
the G-E refrigerator account. 


Cig! G™ 940... 


WW 


OF ANY NEWSPAPER 
in all the UNITED STATES 


in RETAIL advertising 


with a gain 


of 1927, 819 lines over 1/939 


( SOURCE: Afedia Recor ) 


andin TOTAL advertising 


with a gain of 2,924,316 lines over 1/939 


(source: Media Records ) 


What Did Our Readers Gain? 


Di the year 1910 we gave our readers 705 more 
pages of news,* pictures and features—exclusive 
of all advertising—than they had the year before. They 
also enjoyed: Coverage by a local news staff increased 
in size by 25%; more local pictures and Wirephotos; 
an extra daily Page of Comics; a new and popular Fash- 
ion Page on Sundays; a new Food Page on Fridays; 


new headline type dress to make the paper easier- 


than-ever to read—and many other attractions for 
THE CONSTITUTION’S great and growing readership. 

For almost three-quarters of a century—with never a day 
of split allegiance—THE CONSTITUTION has been as much 
apart of Atlanta as Peachtree street, as firmly entrenched 
in Georgia as Stone Mountain, as typically Southern as fried 
chicken and hot biscuits. To subscribers and to advertisers 


—both now at an all-time high—this means something! 


*This was the largest increase in NEWS linage of ANY newspaper in the South—the largest increase, except one, of any newspaper in 


the whole United States. 


THE ATLANTA 
CONSTITUTION 


For 73 Years an Independent Georgia Newspaper, Georgia Owned and Georgia Edited 
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FOUR-PIECE VISUALIZER 


Flectric Ranges 


to Get Twice .. 
1940 Promotion = 


New York, Feb. 6. Although | 


electric range sales last year hit a 


new peak, 36 per cent over 1939, 
Modern Kitchen Bureau envisages 
still further gains this year. A 


record-breaking national campaign, 
twice the size of last year, is slated 
to get under way in March maga- 
zines. 

Magazine copy, as well as news- 
paper insertions prepared by the 
Bureau for use by dealers, will 
liken the advance of electric cook- 
ing to that of the electric light. 


ADVERTISING AGE 


Significant Developments 


A Dentist in a German 
Concentration Camp 

Curt Daniel, for almost a year a 
prisoner, first in the concentration | 
camp of Dachau, and later in that | 
of Buchenwald, writes a thrilling | 
account of his experiences in the | 
January issue of Oral Hygiene. He 
is 27 years of age, Vienna born, 
and a_ goldsmith by profession. 
Before the Nazis took over Austria, 
he was prominent in an anti-Nazi 
youth organization and after the 
anschluss was arrested by the Ges- 
tapo. Following his release in| 
February, 1939, he was able to get | 
to London and at the beginning of 


| The Business Digest 


Reported by the Business Press 
| Edited by RALPH O. McGRAW 


in Trade and Industry as 


and meet the marketing problem, 
the industry is currently sponsor- 
ing scientific research into certain 
health factors of the fruit and 
there is. sufficient lay evidence 
available to support the hope that 
significant facts will be revealed 
which will greatly help in moving 
the ever increasing production. For 
the present, the advertising promo- 
tion by the Sunkist 
has been increased 20 per cent. 


Defense May Help 
House Trailer Industry 

Less than five years ago, Says 
Motor for January, it was easy to 


organization | 


“The Switch is to Switches,” says | 
copy. “America switches to electric 
cooking, just as it switches to elec- 
tric light.’ 
Male Cooks Prominent 

Copy, in half-page and two-col- 
umn size, features illustrations of 
the change from sooty lamps to 
electric lights along with pictures 
of new electric ranges. One head- 
line proclaims that ‘Flameless 
Youth is Growing Up in 3,000,000 


A full-color, four-piece display that goes | 


right on Hotpoint electric ranges and 

explains the features of the range in 

terms of user benefits, is proving a useful 
point-of-sale tool for dealers. 


the rest of the house years ago. 


1940 came on to the United States. 
He uses the pen name, Curt Daniel, 
matter of protection to his 
relatives and friends who remain 
in Austria. 

During most of the time the 
author was in the camps, he says 
there must have been an average 
of 100 first-class dentists 
the prisoners, and yet nearly every 
prisoner was in need of dental 
attention. In each camp there was 


as a 


among 


| get odds-on bets that coach trailers 
| would be so popular within a short 
|time that the American people 
would become a race of vagabonds 
‘which would spurn any kind of 
| dwelling that could not be rolled on 
|wheels wherever fancy suggested. 
Forecasts of the ultimate industry 
reached fantastic figures. A lot of 
automobile dealers sold trailers and 
expected the infant business 
‘enrich them. Then the bubble burst 


to | 


Modern Homes,” with copy telling A total of 22 insertions are sched- 
how electric cooking is taking the | uled in five women’s magazines be- 
flame out of the kitchen just as|tween March and December. The 
electric lights took the flame out of | list includes Better Homes & Gar- 
dens, Good Housekeeping, Ladies’ 
Home Journal, McCall’s and Wo- 
man’s Home Companion. Ralph H. 
Jones Company, Cincinnati, is the 


SALES EXPECTANCY 


Immediate sales, sure when ageasy- 

: Cn Another aspect of the Modern 
you subscribe to Cradle Car Serv- ; ‘ . : 
ice. But, calculating sales man- Kitchen Bureau's 1941 promotion | 


program is called a “round-up of 
he-man_ recipes.” Dealers will 
offer free a booklet of favorite reci- 


agers have an eye on the extreme 
youth of the average Cradle Car 
mother. We help to form her buy- 


ing habits . . . and there are plenty pes by such celebrated ‘he-man 
of sales stored up in those years cooks” as James Montgomery Flagg, 
choot! Guy Kibbee and Victor McLaglen. 
A “Certified He-Man Cook” di- 

The Cradle Car Service, J shone, i , Flagg, will : 
ve Chadle Cah device, One ploma, signed by Flagg, will also 


be given away. Special newspaper 
‘copy has been prepared for dealers. 


457 WM, Kingshighway St. Louis, Mo. 


“T heard about 
Grape Nuts Flakes 


over WMBD! 
Man, what a 
breakfast food!” 


Out of the urban homes in Peori- 
area come 303,146 people to buy 

out of the rural homes come 306,865 
to buy! They represent an almost 
50-50 balance between thriving in- 
dustry and rich agriculture —spend- 
ing $471,000 every single day. And 
the only radio station in Peoriarea, 
which completely blankets — this 
prosperous region, is WMBD! Put 
your message on WMBD. See why 
it’s ideal for testing 


: elle ele A fee <e5" qué 
cneden : PETERS, Ive. of ewes 
effectively. hk, y anor 


a completely equipped dental clinic, 
but no trained dentists to work in 
it. Neither were any of the pris- | 
oners with dental training allowed | 
to work in it. The operator of the | 
clinic might be anything but a} 
dentist. 
The usual treatment for disease | 
ailments was divided between | 
doses of aspirin for those occurring 
above the navel, and doses of castor 
oil for those below the navel, re- 
gardless of whether they were 
tuberculosis, broken collar bones, 
sprained ankles, or diarrhea. The 
only exception to the formula came | 
in the case of teeth, and, the writer 
points out, anyone stupid enough or 
brave enough to report tooth trou- | 
ble came outside the usual formula. 
These were dealt with by 
one particular S. S. man. He had, 
the type of mind “of the abnormal | 
young child who pulls the legs off | 


or 


| 


cases 


flies.” He just loved to pull teeth. 
That the extraction of teeth was 
work for someone with training 


was no problem of his. His victims 
were almost always newcomers to 
the camp. As they would report 
a broken tooth to the “extraction 
expert,” he was dubbed, he 
would strut across to his victim 
| looking quite benign, but with his 
jright hand behind his back holding 
/dental forceps. 

Politely asking the victim to sit 
down and indicate which teeth 
were causing trouble, he signaled | 
to some other S. S. men to come | 
over and hold the prisoner. Then 
with a theatrical flourish he pulled 
out a couple of teeth almost at 
random. Opposition from prison- 
ers was met with a deluge of blows 


as 


on the face and head from the 
surrounding S. S. men. 

Other dental equipment never 
was observed in use. The writer 
and a few of his dentist friends, 
however, would smuggle what 


equipment they could into the pris- 
oners’ huts and work on_ their 
friends in secret. 
was the only kind of material 
which could be obtained. Those | 
|who knew the practice of the S. S. 
men would bear their dental trou- 
| ble rather than submit to. their 
| torture. 

| 

The Lemon Industry 

Has a Problem 


One does not need to have the 
prescient power of a “seventh son 
of a seventh son” to see the difficult 
days ahead in the lemon industry, 
declares The California Citrograph 
for January, pointing out that the 
1939-40 crop of 12,000,000 boxes 
was the largest on record. On top 
of this comes the December esti- 
mate of the U. S. Department of 
Agriculture indicating a 1940-41 
crop of 13,430,000 boxes. But even 
that is not the end, with at least 
20 per cent of the present planted 
acreage not yet in bearing. Barring 
crop disasters, 17,000,000 boxes of 
lemons is foreseen for 1945. 

To keep ahead ef the production 


| given 


Gutta-percha | 


with a bang as many yearners after 
adventure found that vagabonding 
wasn’t what it had been cracked 


up to be. 
The Bureau of the Census tells 
what happened, the _ publication 


points out. Coach and house trail- 
ers produced in 1939 numbered 
11,728, which was 35 per cent less 
than the 18,130 turned out in 1937 
and the dollar value was off 22 per 
cent. Figures for 1940 are not yet 
available, but it is known that out- 
put fell again. A fillip has been 
demand in the last two or 
three months the government 
has placed orders for trailers to 
house workers on defense projects 
located in remote sections where 
residence facilities are inadequate. 


as 


ASCAP Target of New 
Michigan Tax Bill 


A bill to impose a 25 per cent 
franchise tax on revenues of the 


American Society of Composers, 
Authors and Publishers and similar 
organizations has been introduced 
in the Michigan legislature’ by 
Representative Walter B. Stanley. 

The measure would license with 
the Michigan department of state 
any agency collecting royalties and 
require payment of an amount 
equal to 25 per cent of the previous 
year’s royalties in Michigan before 
the license could be issued. Agents 
of the organization also would be 
licensed and forbidden to promote 


|business by asking entertainers to 


present copyrighted selections. 


—— 


Dr. Eddy Leaves 
‘Good House’ to 
Form Lab Firm 


New York, Feb. 4.—Dr. Walter } 
Eddy, director of the Good House. 
keeping Bureau since 1927, has re. 
signed to become 
head of Eddy, 
Laboratories 
The new com. 
pany has head. 
quarters here a; 
409 E. 47th 
street, and wil! 
specialize in con- 
sultation and re. 
search for many- 
facturers. 

Dr. Eddy, wh 
has been a pro- 
fessor Of physio- 
logical chemistry 
at Columbia University since 1919 
has played an important part jy 
| Good Housekeeping’s product test- 
ing activities. During hearings ip 
the Federal Trade Commission case 
against the magazine, he was not 
only a witness but also technica! 
adviser to attorneys for Hearst 
Magazines. 

No successor to Dr. 
| been appointed as yet. 


Haupt Named BBDO 
Minneapolis Head 

Henry H. Haupt, recently elected 
a vice-president of Batten, Barton 
Durstine & Os- 
born, has been 
named manager 
of that agency’s 
Minneapolis 
office. He will 
continue as ac- 
count executive 
on Hormel. 

J. C. Cornelius, 
who is in charge 
of BBDO offices 
in Chicago, San 
Francisco and 
Los Angeles, re- 
linquishes direct 
supervision of the 
Minneapolis office but will continu 
to reside in that city. 


Dr. W. H. Eddy 


Eddy 


has 


Henry Haupt 


J. Clark Samuel Appointed 


J. Clark Samuel, who has been 
charge of publicity for the Arn 
strong Cork Company, Lancaste 


Pa., for four years, has been mad 
an executive of the publicity de- 
partment of Anderson, Davis & 
Platte, New York. 
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140 South Dearborn Street 


LAYOUTS 
) LETTERING 
| ILLUSTRATING 


RETOUCHING 


Chicage Il 


REFRIGERATING EQUIPMENT | 
tne = brie Vee 


- 6 FL) SS 


Started 1933 


product” before 
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prisingly large number to whom the | 


this were not true, that assumption | 
would produce the best psycholog- | 
ical reaction.” 

The winner of the competition | 
was Mrs. Ellis Claude, teacher of the 
third and fourth grades at Deep) 
Rock School, near Cushing, Okla. | 


Appoints Edward Benedict 

Edward H. Benedict, for the past 
two years manager of the media 
department of the Chicago office of 
McCann-Erickson, will join the 
Chicago office of Free & Peters, 
radio station representative, Feb. 15. 


Seeks Ad Fund Boost 


The Peterson bill has been intro- 
duced in the Wisconsin assembly to 
increase the fund for advertising 
the dairy industry from $71,500 to 
$150,000. 


George Gregory to Talk 

George E. Gregory, general sales 
manager, Owens-Corning Fiber- 
glas Corporation, Toledo, will talk 
to the Industrial Marketers of De- 
troit Feb. 10. 


;}to research Feb. 20. 
|reservations 


Research Experts to 


Address PAC Clinic 


The Printing and Advertising 
Clinics, sponsored by General 
Printing Ink Corporation, New 
York, will hold a meeting devoted 
Demands for 
have been so heavy 
that the place of the clinic has been 
changed from 100 Sixth avenue to 
larger quarters at the Port of New 
York Authority bldg., 111 Eighth 
avenue, 

Speakers at the clinic will be Dr. 
Walter S. Landis, American Cyana- 
mid Company, on “Research in 
Industry”; Elmo Roper, market 
analyst, on “Research in Markets”; 
and Dr. William F. Talbot, General 
Printing Ink Corporation, on “Re- 
search in Printing Inks.” 


Three Join Lewin 

Leslie M. Kay has been named 
art director; Martin Rudick, pro- 
duction manager; and Henry H. 
Dyrsen, Jr., account executive, of 
the New York office of A. W. Lewin 


Company. All were formerly asso- 
ciated with Acorn Agency, New 
York. 


Act to Kill Radio Body 

The Georgia state senate, by a 
vote of 39 to 0, has voted to abolish 
the Georgia State Radio Commis- 
sion, which has had supervision 
over state-owned WSB. If the state 
house of representatives concurs in 
this action, management of the sta- 
tion will be turned over to the 
board of regents of the University 
of Georgia. The station is now 
operated under lease. 


Begin Anti-Trust 
Action Against AMA 


Prosecution of the American 
Medical Association under the anti- 
trust laws has begun in the district 
court for the District of Columbia 
With the selection of a jury to hear 
the case, 

Counsel for the medical societies 
moved that portions of the indict- 
ment be struck out, charging that 
they are irrelevant and vague. 


Hands to Ideal Group 


George H. Hands has joined the 
advertising staff of the Ideal Wo- 
men’s Group. 


a 
' 
Teachers Contest | words “consumer movement” appar- 
ently are synonymous with “con- 
2 sumer cooperative.” More than a! 
Shows Anti ath jscore of entries asserted that the 
p y ‘consumer movement meant the co- 
operation of users to eliminate the 
a. middle man, etc. 
0 ver Ising But not all teachers think adver- 
|tising and business are wolves in 
“Ao * . |sheep’s clothing. For example, a 
- 0 /o of Entries Indicate | New Jersey instructor said “the con- 
Low Opinion of Adver- sumer movement means better 
‘ |things for better living; it reduces 
t sing waste, friction, and disappointment; 
Ch cago, Feb. 6—That there is and therefore supplements advertis- 
still plenty of room for improvement | !"8- . . . 
“_ attitude of teachers toward | In a note accompanying this defi- 
adive tising and business is amply | ition the instructor said, “I deplore 
demonstrated in the entries sub-|the cynical approach and consider 
mitted to a competition just con- | = ane as fact, oe 
duct i by State Teachers Maga- | than useless, for it antagonizes the 
jines, Inc., asking for 25-word defi- |™@nufacturer and middleman, on 
nitions of “consumer movement.” whom the success of the movement 
Entries were confined to the teach- depends for permanent results. 
ers who read the 38 state teachers’ | Business men respond to decent 
mag: ines represented by the group, treatment like the rest of us—and 
aa according to Georgia Rawson, most of them are anxious to render 
business Manager, at least 30 per the best possible service. Even if 
cent of the replies consisted of defi- 
nitions which were obviously unfa- 
vorable to advertising and business, 
or strongly implied such leanings on 
the part of the writer. 
A teacher in Georgia, for exam- | 
ple, said: “With so much advertis- 
ing on radio, signs and newspapers 
one should be delighted to join the 
consumer movement which enables 
one to buy wisely.” 


Not Very Complimentary 
Another Georgian called the 


tect consumers against inferior goods 
sold at high prices and to advise 
them of quality and price in select- 
ing ‘best brand’.” 

A high school history teacher in 
Idaho came up with these forthright 
words: “Organizations encouraging 
wiser consumer spending and expos- 
advertising whose 


by pressure groups for profit and 
propaganda purposes.” 

A social science instructor in an 
Illinois high school said that “the 
consumer movement educates Amer- 
icans to demand those ‘necessary’ 


not things which many racketeer- 
ng advertisers cause us to think 
necessary!” 

And from a high school teacher 
n Indiana came the news that “the 
consumer movement is a righteous 
rebellion against the idea that we, 
the people, are economic morons.” 

“The consumer movement is an 
ittlempt to lessen the insinuations 
ind false claims in advertising which 
encourage wasteful buying,” said a 
Massachusetts teacher. | 


Many Think of Co-ops 


A Michigan instructor says “the 
msumer movement is a method of 
educating users of goods to buy eco- 
mically through merit alone in- 
ead of misleading sales emphasis,” 
nd explains that this definition is 
spired by an article he read in an 
‘ducational journal. 
There were many more like this, 
ind what is also significant, a sur- 


When radios click 


What makes radios 


Kansas market, that 


stered by intensive 
publicity. 


35,021,292 
KEY MARKETS! 


That's the average circula- 
tion per week on 3578 cabs 
in 43 key city markets—at 
a cost of 10.4¢c per 1000! 
For details, write Wm. E. 
Whaley Co., Washington 
Bldg., Louisville, Ky. 


programs that “click,” 
in this healthy, wealthy Missouri- 


shows, staffed by big-name person- 
alities...tested, proven programs, bol- 


When programs click, radios click! 
You can depend on KMBC for these 
“clicks that cut your cost”! 


merrily to your 


program, your advertising costs drop 
... the more listeners you attract, the 
less you pay per listener and per sale! 


click on? Why, 
of course. And 


means KMBC 


promotion and 


ERLE SMITH, KMBC Newscaster 


CLICK! 


- 14 


BRUSH CREEK FOLLIES, KMBC 
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CLICK! 
WALT LOCHMAN 
KMBC Sportscaster 


CLICK! 
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It is not necessary to name the) organizations could not, and did not, 
D "t G Ad 1 B 1 popular concoctions of those times.| fight alone. They had the support Price Fixing of 
on rouse, men: rag: They varied in their alconolic con- | of newspaper publishers, magazine M ilk H It d b 
By HARRY HIBSCHMAN tent from 18 per cent to 44 per cent| publishers, advertisers, advertising 1 aite y 
/ {and sold particularly well in dryjagencies, and business men from s : 

[Editor's Note: In this unusual|to about face—that they need to/ territory. And they were alleged | many fields, both as individuals and Michigan Court 
article Mr. Hibschman departs tem- rearm themselves with knowledge,|to cure almost any ailment under | through their trade organizations.) [ansing, Mich., Feb. 4. While 
porarily from his discusstons of|to renew their pride in themselves|the sun. Greene’s Nervura, for in-| At least twenty-five separate or- jegislative tinkering with con mod- 
legal problems to present a refresh-| and their profession, to quit grous- | Stance, which a teetotaler friend of ganizations joined _to make the ity prices received a momentary 
ing and highly important viewpoint | ing and to begin to do some brag- | Mine bought by the case, was ad-| “Truth in Advertising’ movement setback here when the Michigan 
on the regulatory accomplishments | ging. | vertised to Pate some page st a success. supreme court invalidated the 
of the advertising field. Everyone at " diseases, including nervous debility, Efforts to enforce the state laws | ctate milk marketing law, th 
interested in advertising should find Those “Good Old Days | poor blood, kidney complaint, rheu- were not altogether successful, and | ,pyious conclusion is that a oa 
this viewpoint refreshing and stim- Advertising as an art and as a |matism, malaria, apoplexy, St.' the results were not as complete statute will be enacted to insure 
ulating. | profession is a product of the pres-| Vitus’ Dance and female weakness. as had been hoped for. This was 


To intimate 


excess of modesty, 


that admen have an} 
reticence, or 
diffidence will appear to most read- 
ers of these words as the height of 


ent century. This is not to say that 
advertising itself is new. It 
been used in one form or another 
through the ages. 


extravagance in the misuse of lan-| But up to about forty years ago 
guage. Such an imputation seems | there was ne such thing as - eo 
on a par with an accusation that| fessional writer of advertising copy, 


Mussolini is bashful or Hitler meek. 
But I'll be more specific in my 
charge: 
men are taking the wrong attitude 
towards criticism, misrepresentation 
and detraction of themselves and 
their profession from 
leagues and other traducers and 
towards the laws which have been 


enacted to make advertising truth-| 


ful and honest—that they cower 
when they should be hitting back, 
complain when they should be put- 
ting in an affirmative defense, find 
fault when they should be claiming 
credit, and apologize when 
should be boasting. 

I do not make these accusations 
idly or without foundation. Dur- 
ing the last few years, and espe- 
cially during the last few months, I 
have spoken before many gather- 


ings of advertising men—at their 
club luncheons, conventions, and 
other affairs—and one thing that 


has impressed me particularly about 
them is their inclination to moan 
about what is happening to them 
to blame others for their troubles, 
and to berate the law—especially | 
the law as embodied in the Wheeler- 
Lea Act. And my _ observations 


have convinced me that the adver- | 


need first to 
history and then 


tising men 
recall their 


of today 
own 


I contend that advertising | 


consumers’ | 


they | 


and ads were in the main unscien- 
tific, haphazard, and rule-of-thumb 
affairs. What is more important, 
they were, to a large degree, low 
in their contents, deceptive in their 
appeals, and devoted to the exploi- 
tation of products more harmful 
than beneficial to society 
humanity. 

There was little control of busi- 
ness in those days, 
mental interference. 
the happy days of 
Food and drugs were 
commonly adulterated; 
patriots sold the government em- 
balmed beef for the soldiers of the 
Spanish - American War, one of 
whom I was; shoddy was passed off 
as virgin wool; favored 
pirates were able to drive their 
competitors out of business because 
of special rates, rebates and other 
concessions from. the railroads; 
legislators and even judges rode on | 
| passes; and the word “graft” was 
|in such general use that an eleva- 


Those 
laissez 
freely 


faire. 
and 


| tor operator remarked in my hear- 


ing to another, “You've got to get 
| yourself a graft if you want to 
make a living on this job. Mine’s 
in Room 820.” The room he re- 


cally, a massage parlor. 


The Tonics Were Strong 


FREE first oraer 
Jer ond Brush FREE with your first order 
SS Artist Rubber Cement. 


phe Fer Brio we $$ Spe 
Shu RUBBER CEMENT CO. 


1434 No Halsted St. CHICAGO.ILL 


| It was in those days that the pat- 
ent medicine business reached the 
height of its prosperity, was 
main purchaser’ of 


|Many publications, especially reli- 
| gious journals, were dependent for | 
their very existence upon their 


‘patent medicine revenue, 


has | 


and to) 


little govern- | 
were | 


prosperous | 


industrial | 


ferred to was, to speak euphemisti- | 


the | 
advertising | 
space, and by its disreputable meth- | 
ods gave all advertising a black eye. | 


il lls 


“Which Southern California radio station is doing the 


biggest job of moving grocery items off your shelves?” 


We put the question to 


Gilbert Carrasco of the G & M 


Super-Market in Santa Barbara, 85 miles north of Los 


Angeles, and like most men on the Southern California 


retail sales front, Mr. Carrasco answers 


“KNX!” 


“When things are advertised on KNX we feel it here 


in the store. Customers begin asking about them 


LOS ANGELES 


COLUMBIA'S STATION FO 


. he said. 


Southern California retailers 
recognize KNX as their most 
potent sales-building factor. 
Naturally, the tune-in choice 
of most Southern Californians 
is the choice of retailers for 
its power to move merchandise 


50,000 WATTS 


R ALL SOUTHERN CALIFORNIA 


Owned and Operated by the Columbia Broadcasting System + Represented by RADIO SALES 


Chiselers in every line of business 
followed the example of the patent 
|medicine venders and put out the 
most flagrantly false and mislead- 
ing advertising. With the excep- 
tion of stores like Wanamaker’s, 
advertisers printed statements with 
utter abandon that were misleading 
as to quality, as to quantity, as to 
origin, and as to price. There was 


a reader could believe except that 
the advertiser had something to sell. 


| A Big Gun Fired 


| The tirst move to clean up the 


| Augean stables came from the pub- 
lishers of a few farm journals and 
the publishers of a few newspapers, 
| These adopted standards for them- 
|selves and excluded matter that 
failed to measure up to their codes. 
| They placed especially serious re- 
strictions on patent medicine ads. 

| But the effect was 
| was not until 1892 that a really big 
gun was fired. At that time the 
Ladies’ Home Journal began the 
publication of a series of articles 
exposing the patent medicine racket. 


Improvement was, however, still 
‘limited and slow. Then, in 1906, 
'Collier’s published another similar 


aroused national atten- 
| tion. Other periodicals and news- 
papers took up the fight. But to 

make it successful something more 
was required. That something was 
an organization devoted to this spe- 
cific cause. 

It is at this point that the adver- 
| tising clubs of the time come into 
|the picture. The first of them was 
_ formed around 1903, not counting 
| two older associations in New York 
and Chicago; but there was no gen- 
eral organization until about 1906. 
It was at the 1907 meeting of the 
national organization that the first 
effort was made to initiate legis- 
lative action against fraudulent 
advertising, but apparently’ the 
results were not tangible in their 
nature. 


Truth Movement Launched 
| The real movement for “Truth in 
| Advertising” was launched in 1911. 
It was inspired by an address deliv- 
ered before the national convention 
of advertising clubs in Boston in 
that year. As a result a committee 
was formed to sponsor an active 
campaign for legislative relief, and 
the famous Printers’ Ink Model 
Law was prepared. This proposed 
law prohibited advertising that was 
untrue, deceptive or misleading. It 
was submitted to the _ individual 
,advertising clubs and the various 
|state legislatures and backed with 
}all their might by the several clubs 
j}and the national organization. It 
was soon adopted in more than half 
the states of the union and is now 
in effect, in its original or in modi- 


series that 


fied form, in nearly forty of the 
states. 
But no statute enforces itself. 


| Realizing this fact, the advertising 
clubs organized vigilance commit- 
tees in the different cities and states 


to watch for violations of the law, 
to work for its enforcement, and 
to institute prosecutions when 


necessary. In many instances these 
committees found it necessary to 
proceed against some of their own 
members, and they did so without 


fear or favor. 
The vigilance committees were 
later transformed in many instances 


into Better Business Bureaus, and 
the formation of such Bureaus be- 
came general. 


| It was through the joint efforts 
| of the advertising clubs, the vigi- 
|lance committees, and the Better 


| Business Bureaus that the campaign 
| for “Truth in Advertising” became 
a definite success and brought about 
a revolutionary change in the ad- 
vertising field. But, of course, these 


|about advertising hosiery as 


little in the ads of those days that | 


due in part to the attitude of many 
judges, who proceeded to construe 
the new laws very strictly. 
case, for instance, the court held 
that there was nothing deceptive 
“hole- 
proof” because no sensible person 
would believe that there was such 
a thing as a holeproof sock or stock- 
ing and, therefore, there could not 
be any deception. Furthermore, 


|some states had no statutes at all. 


limited. It! 
| ing. 


But there was a separate move- 
ment in the federal field, parallel 
with the other in the field of state 


law, that contributed materially 
and practically to the “Truth-in- 
Advertising” campaign. This move- 


ment gave us, first, the Wiley Pure 
Food and Drug Act, now superseded 
by the Copeland Act. It gave us, 
second, the act setting up the Fed- 
eral Trade Commission. The former 
prohibited adulteration and_ re- 
quired more full and honest label- 
It did not, however, outlaw 
fraudulent advertising. Things that 
could no longer be said on a label 
might still be said in an ad. 

The Federal Trade Commission 
could reach fraudulent advertising 
if it constituted unfair competition; 
but it was handicapped by the deci- 
sions of the courts that it had 
authority to proceed only in those 
cases in which it could show that 
there was unfair competition as to 
particular competitors. In other 
words, it could not proceed simply 
because an injury to the public or 
to individuals not competitors could 
be shown. 


Praises Wheeler-Lea 


To remedy this condition and to 
put teeth into the Federal Trade 
Commission Act, 
passed what is known as_ the 
Wheeler-Lea Act, which gives the 
Commission jurisdiction to proceed 
whenever there is false advertising 
relating to food, drugs or cosmetics, 
such advertising being declared “an 
unfair or deceptive act or practice 
in Commerce.” And “false” in this 
connection means not only untrue 
but misleading; failure to state all 
the pertinent facts regarding a 


|product may be misleading, as, for 


instance, where the product adver- 
tised may be harmful to life or 
health if used under the conditions 
mentioned in the ad or in the cus- 
omary manner. How the Act oper- 
ates in practice it is not necessary 
to relate here. That it has worked 
wonders in cleaning up the adver- 
tising field is well known to every 
reader of this journal. That it will 
do still more is certain. As a result 
“Truth in Advertising” is more 
nearly a reality than ever before. 
The hopes of 1911 are at last being 
translated into fact. 

And that is the answer to the 
critics: Advertising has cleaned its 
own house. It began its task three 
decades ago. It made many mis- 
takes. It suffered many setbacks. 
But it clung to its aims and stuck 
to its job. It acted directly and 
through legislation. It developed a 
new ethics for itself and it had that 
ethics made the law of the land. 
Today advertising must be clean, 
truthful, reliable, and frank. Both 
the canons of the advertising code 
and the laws of the states and of 


the United States so provide. And 
whose is the credit? The answer 
has been given above, and wise 


members of the advertising frater- 
nity, instead of continuing to apolo- 
gize and to complain, will take 
pride in that answer and proclaim 
it to the world. 


Appoints DeLisser-Boyd 

The Daily Star, Franklin, Ind., 
has appointed DeLisser-Boyd, New 
York, as national advertising repre- 
sentative. 


In one | 


adequate returns to the dairy jp. 
dustry. 


The court opinion, signed by five 
jof the seven sitting judges, helq 
that the milk law is unconstity. 
|tional because the administrative 
‘board is composed of men who 
have a direct stake in the milk 


|industry and the prices it charges 


Four of its five members were 
named as being dairymen. 

The litigation was initiated by 
George A. Johnson, Detroit nilk 
marketer whose cash and carry 
operations have permitted him to 
undersell some competitors. The 


|}milk board promptly ordered him 


| more 


to conform to the prices it had 
established. The Wayne County 
Circuit Court sustained fhe board, 
but was reversed by the higher 
tribunal. 

Both the majority and minority 
opinion of the court held that the 


price-fixing provisions of the law 
are constitutional. Senator Patter- 


son, Sandusky, sponsor of the act, 
asserted that producers must get 
money for their milk and 
promised early introduction of a 
new bill. 


Johnson to “Tavern News” 


| Weekly 
| Cepak, 


H. William Johnson, former pub- 
lisher of Tavern Weekly Guide and 


before that business manager of 
Tavern Weekly News, Chicago, has 
been made publisher of Tavern 


News, succeeding William 
who is retiring from busi- 


ness. Mr. Johnson also will be 
business manager, Jack L. Flynn 
lwill be advertising director and 


| 


Congress in 1938 | 


»Atwell Jackson, 


editor. 
Form Tri-City Group 

WSLS, Roanoke; WLVA, Lynch- 
burg, and WBTM, Danville, form- 


ing the Tri-City stations of Vir- 
ginia, have formed a_ Tri-City 
Association as a cooperative na- 
tional sales agency with Carl B 
Ogilvie, formerly sales representa- 
tive and acting sales promotion 
manager of WLVA, in charge. The 
three stations are members of the 
Mutual Broadcasting System 


Penn Hotels in Drive 


The Pennsylvania Hotels Associa- 
tion is mailing a series of cartoon 


cards to sales managers in states 
adjacent to Pennsylvania, urging 
them to have their salesmen stop 
at hotels. The cartoons feature 
“Homer, the unsuccessful _ sales- 
man,” and “Sam, the successful 


salesman.” 


Boyd Sheplar Advanced 


Boyd Sheplar, sales promotion 
manager of the Detroit branch of 
Westinghouse Electric Supply Com- 
pany for the last four years, has 
been advanced to assistant mer- 
chandise manager and will continue 


to have jurisdiction over advertis- 
ing and publicity. E. J. Corcoran 
has been named Mr. Shepla! 
assistant. 


O'Reilly to Ben Burk 


Francis O'Reilly, former! n 
sales promotion work for Nationa 
Distillers, has joined the advertising 
department of Ben Burk, Bost. 
distillers, to handle the point-of- 
sale and dealer promotion program 
for Old Mr. Boston liquors. 


“Double” Market Had 
New Haven Origin 


The New Haven Register has perm 
the most unique market coversee © 
any newspaper in America, The ?!9- 
000 population of Greater New Havet 
has an actual Kegister reader co'e™ 
age of 98.4%, yet almost 400, ©! its 
cireulation is in 32 nearby ¢ a 
‘ 


The RKegister’s coverage soon bes 
“Double Market” fr 
later it was © imed 
as it is now motion 


known as the 
test campaigns. 
“Kegister City” 


ally known. A pictorial brochure in 
color may be had describing it. The 
New Haven Register, New Have™ 
Conn. 
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ADVERTISING AGE 


February 10, 1941 


—— . 


The rates for this department are as follows: 


“Help Wanted,” “Positions 


h with order 


Wanted,” 
“Representatives Available,” 3@ cents a line, minimum charge $1. 


“Representatives Wanted,” 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


44.156 per inch. 


HELP WANTED 

——_ ore ee a ~e F a ae 

retary, assistant to business pa- 
= editor. Reply with complete de- 
‘ails of experience, references, salary; 
onfidential. Address Box 3271, AD- 
VERTISING AGE, Chgo. 
“REPRESENTATIVES AVAILABLE | 
Representative desires live publica- 
tion r Chicago area. Well ac- 
guainted; excellent record, 
Box 3270, ADVERTISING AGE, Chgo. 
New bork advertising representative 


wailable for industrial or technical 
wwazine Extensive Eastern con- 

racts. 2 years business paper adver- | 

tising experience. Best references, 


Box 3265, ADVERTISING AGE, 


POSITIONS WANTED 
| 


post eard, Grove Photo Service, La- 
fayette, Indiana, 
~~ Excellent Iden and Plan Man 
Thoroughly seasoned and proved by 
twenty years’ experience gotten the 
hard way . salesman, copywriter, 
advertising manager, 4A agency ac- 
» count executive, branch manager 
Seeks (and needs) connection where 
he can ply his natural bent... Ideas, 
» Rox 3269, ADVERTISING AGE, Chego. 


N. Y. | 


__ | covered and types of books now 


; POSITIONS WANTED 
Artist, Young man, 23, 
tical layouts, lettering, creative de- 
signing, now employed, desires change 
for genuine opportunity. Capable, in- 
dustrious, ambitious 
Box 3268, ADVERTISING AGE, 
I'M BALDHEADED 
Baldheaded—-but not bullheaded 
| can write copy—strong, pulling, ef- 
fective copy. LIve proved this for 
years, in all sorts of 
banks to bassinets, 
but complete selling campaigns 
some mighty successful. My experi- 
ence, knowledge and ability should be 


Not only 


tiser or agency, but they won't cost 
jnearly that > much, Prefer Chicago 
| area 


ea. 

Box 3267, ADVERTISING AGE, Chgo. 
| _ REPRESENTATIVE WANTED 

| Rapidly growing monthly industrial 
|} magazine desires contact Publisher's 
| Representative for Ohio and Eastern 
Michigan. Complete information re- 
quested about sales staff, territory 
| rep- 


| resented. Contidential 


Box 3266, ADVERTISING AGE, N. Y. 
MISCELLANEOUS | 
BAIRDSET ADS OUTPULEL PUB- 
lisher set ads by 25%, 8 year check 
proves. Type ruler with your first 
order, Clean proofs fast day and night 


BAIRD, 19 Bb. Kinzie, WHI, 4347, Chgeo. 


- Pedlar & Ryan Donates 


if . . 
_ Ambulance to British 
Pedlar & Ryan, New York, has 
donated an ambulance and the cost 
of its maintenance for one year to 
\ the British - American Ambulance 
» Corps. Funds were raised from 


* voluntary contributions by the 
agency, officers and employes. 

The agency has $102 in excess 

of the cost of the ambulance and 

i will give this sum to any agency 

which will undertake to make a 

similar gift to the Ambulance 

Corps. On the committee in charge 


were Betty Howard, chairman; A. E. 
McElfrech, Maitland Jones’ and 
John Murphy. 


| New Format for “World” 


Cleaning and Laundry World, 
New York, appeared in a new for- 
mat with its February issue, with 
a12 by 16-inch page size and con- 
tinuing to use color throughout as 
in the past. 


‘Post-Dispatch’ 


Studies St. Louis 


Reading Habits 


New York, Feb. 4.—The St. Louis 
Post-Dispatch has unveiled before 
groups of agency space buyers here 
a survey of market data and news- 
paper reading habits in St. Louis. 
The study, made by Anfenger Ad- 
vertising agency, was designed to 
enable space buyers to “live longer 
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| CATALOGS 
o 
t 
aque’ COLOR 
ae WORK Black & White 
wi SPECIALISTS Copi 


Byant" 
LAUREL PROCESS CO, \.2° 


480 Canal Street, N.Y.C. WAlker 5-0526 


and happier lives.” 

| The complete survey consists of 
| 127 pages, but essential information 
| has been compressed into a 30-page 
;}summary. Findings are printed on 
'812 by 11-inch cards, suitable for 
filing. The newspaper commis- 
sioned an agency to make the re- 
search in order that “agency think- 
| ing” might be reflected, both in the 
|facts uncovered and the physical 
\form of presentation. 


ee 
Askling to Hockenjos 

| John Askling, formerly promotion 
manager of Koos Brothers, Rahway, 
|N. J., has accepted a similar post 
with the J. J. Hockenjos Company, 
Newark, N. J. He will direct a 
| program of lectures, motion pic- 
|tures, art exhibitions and competi- 
tions relating to the paint and wall- 


paper industry, to be presented 
before clubs, lodges and church 
| groups. 


and) 


- | 
modern prac- 


N. Y. | 
anni 


businesses from | 
copy, | 


| the 


CANADA DRY PLAYS NEW STRING IN COPY 
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ees ames 
Pm dow 


Turning to romance as a copy appeal for the first time, Canada Dry Ginger Ale 
has launched a campaign featuring the theme, "Directions for Reaching a Man's 


Heart." 


The schedule includes color insertions in This Week and black and 


white in the roto sections of 13 newspapers. 


Renew Sales 
Quiz to Push 
Fisher Bodies 


Fisher’ 


trade, the Fisher 


that salesmen of the corporation’s 


car divisions are thoroughly versed | ver, 
| Denver, 
‘contribution to the completed car, | “Frontier 


in the merits and sales points of its 


So it conducts annually a “Body by 


| Fisher Quality Quiz” for Chevrolet, 


Pontiac, Oldsmobile, Buick and 
Cadillac salesmen, with a separate 
set of cash and merchandise prizes 
for winners in each group. The 
competition this year, which will be 
the third that has been held, starts 
Feb. 1 and extends to March 31, ex- 
cept in the case of Pontiac where a 


SPEEDING IT UP 
— With Faithorn 


2£f° 


PRINTING 


v Only ONE order 


} 


| THE FAITHORN 


This can be accomplished through Faithorn 
COMPLETE SERVICE of (1) Ad-setting, (2) Engrav- 
ing, (3) Printing, with art work and layouts — 
all under ONE roof. We think in terms of results. 
Why send cuts to one concern—ads to another 
many blocks away—and then give your printing 
to a firm even farther distant? You can cut costs, 
eliminate worry and save Time, Trouble and 
Money by having us do the complete job. 


Complete Service 


and ONE contact necessary. 


CORPORATION 


Ad-Setters e Engravers @ Printers 


504 Sherman St., Chicago * Phone Wab. 7820 


7 


later date will be necessary due to 
conflict with another contest. 
W. E. Holler, general sales mana- 


ger of Chevrolet, said that approxi- | 


'mately 25,000 Chevrolet salesmen 
| will be invited to compete, the larg- 
est single body of salesmen eligible. 
“The merit in the contest,” said Mr. 
Holler, “lies in the fact that it re- 
'emphasizes the role which Fisher 
Body plays in Chevrolet’s sales. 
| Not the least important factors in 
the car purchaser’s decision to buy 
any given make of motor car are 
, Style, roominess, comfort, conveni- 
‘ence, and other body characteris- 
tics.” 


The Quality Quiz, for which a 


grand prize of $200 is presented to | 
salesman, | 


the winning Chevrolet 
stresses the sales points inherent in 
the Fisher Body and serves as a re- 
view of Fisher Body selling advan- 


tages for every salesman competing. | 


In the case of Chevrolet, 459 
salesmen will be selected as prize 
winners. 


Detroit, where one among them will 
be named as national champion and 
presented his cash award. Ten cham- 
pions will be selected in each of 
Chevrolet’s 45 zones, and will win 
merchandise awards. Each winner 
will have his choice of one of three 
valuable prizes, in categories de- 
pendent upon his ranking in his 
| zone. 

Of interest in the promotional 
plans devised for the contest is the 
fact that the 1940 Chevrolet winner 

appearing in a _ special Fisher 
Body film which will be shown in 
dealerships throughout the country 
by Chevrolet's district managers. 
The 1940 winner explains the con- 
test rules and offers valuable advice 
to entrants. 


1S 


Erlanger Ups Budget 


Following a substantial increase 
in sales in 1940, Otto Erlanger 


Brewing Company, Philadelphia, 
has scheduled the largest advertis- 
ing appropriation in its history. 
Newspapers, outdoor and radio will 
be used this spring through J. M. 
Korn & Co., Philadelphia. 


,ning Post March 1. 


Each of the nine regional | 
—") victors will win a four-day trip to 


Plans First Campaign 

First national advertising 
Ashcraft gauges will appear in 
small space in The Saturday Eve- 
Other 
zines may be added later. The 
gauges are made by Manning, Max- 
well & Moore, Inc., 


ket for 90 years. 


Frontier Refining Company, Den- 
has 
to handle’ promotion 


Rarin’-to-Go” gasoline 


and lubricants, using newspapers, 
jradio and outdoor in the Rocky | 
Mountain area. Bob Betts is ac- 


count executive. 


Mandell Joins Lewin 

Miss S. B. Mandell, formerly with 
the Acorn Agency, New York, has 
been appointed an account execu- 
tive at the New York office of A. W. 
Lewin Company. 


for 
maga- | 


Bridgeport, 
Conn., and have been on the mar- 
Previous promo- 
tion has been confined to business 
Detroit, Feb. 5.—While “Body by | papers. Briggs & Varley, New York, 
may be almost a by-word in | 'S the agency. 
Division of | . pie 
General Motors wants to make sure | Frontier Appoints 


appointed Betts-Koerber, 
of 


NBC Blue Has New Card 


The National Broadcasting Com- 
pany has issued a new rate card, 
No. 28, for the Blue network, list- 


ing a total of 152 outlets. Included 
for the first time, among 29 new 
stations added since the Sept. 1 
card, are the 10 stations in the Blue 
Southeastern group, and the five 
stations in the new Oklahoma 
group. 


Invents Profit Detector 


Verst Publishing Company, Chi- 
cago, has devised a net profit lie 
detector dial which enables retail- 
ers to determine at a glance the 
relationship between margin, turn- 
over and net profit. 


i SUS a 


“COPY 
CONTINUITY 


are the two most 
important things in | 


ADVERTISING 


There’s magic in SMALL low- 
cost ads when you use grand 
good copy because you can 
publish them OFTEN. COPY 
and CONTINUITY are the 
two most important things in 
advertising and NOTHING 
else in selling, in advertising, 
can equal those two beauti- 
| fuls. If youll use us, you can 
| have them BOTH. You can | 
| use the impacts of many ads, 
the persuasiveness of good 
copy, and create opinions and 
| preferences and unquestioning 
{ 


prejudices for the things that 
YOU sell... you ean GOY- 
ERN what buyers think. 
| advertising do more? 
yours do that? Have 
read... our book? 


| OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 
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ADVERTISING AGE 


Seven of U.S. 
Advertising Staff 


(Continued from Page 1) 


and Campbell-Ewald. Mr. Piper 
operated his own research, statisti- 
cal and engineering company for 
two years in Chicago. Previously 
he acted as director of operating, 
merchandising and sales research 
at Montgomery Ward & Co. for nine 
years. 

No accounts were involved in the 
wholesale transfer, according to 
Kastor. All of the persons involved 
will work on Kastor business. 

In Toledo, the office of United 
States Advertising Corporation vig- 
orously denied that withdrawal of 
the seven people going to Kastor, 
plus two additional members of the 
staff whose ultimate destination 
could not be learned, meant the 
closing of the agency. The agency 
will continue to operate, and the 
staff will be built up as conditions 
warrant, ADVERTISING AGE was told. 


Harry Henke in New Post 

Harry Henke has been appointed 
vice-president and general sales 
manager of Standard Brands, Inc., 
with headquarters in New York. 
He has been with the company 
since 1908 and for the past 10 years 
has headed the California sub- 
sidiary. Mr. Henke has also been 
elected a director, succeeding Jay 
Holmes, resigned. 


N. Y. Ad Women Set Party 

The annual party of the Adver- 
tising Women of New York will be 
a Pan-American Fiesta at the Wal- 
dorf-Astoria March 21. Proceeds 
of a floor show will be donated to 
the club’s Mutual Fund. Tickets 
may be obtained from headquar- 
ters at 47 W. 34th street. 


Multigraphing —— Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 
CHICAGO 


MAILING SERVICE 


Butler 


Plan Expansion 
of Newspapers’ 


Join Kastor Agency Public Relations 


(Continued from Page 1) 
newspaper men who attended this 
| week’s conference were: 

Francis S. Murphy, 
| Hartford Times; George Biggers, 
/general manager, Atlanta Journal: 
| Lee P. Loomis, general manager, 
Globe Gazette, Mason City, Ia.; Guy 
C. Hamilton, general manager, 


| Sacramento Bee; John L. Fitzpat- 


|rick, Salt Lake City Tribune and | 


Telegram; Roland Ladreyt, national 


|advertising manager, New Orleans | 


| Times-Picayune; S. K. Kaufman, 
Washington Star; Ray McKinney, 
Elmira Gazette; Frank G. Huntress, 
Jr., assistant general manager, and 
W. W. Watson, advertising manager, 
San Antonio Express. 


Walter to Represent 
‘Sears in South 


Charles A. Walter, who has been 
a merchandising executive at Sears, 
Roebuck & Co., Chicago, for many 
| years, as well as a member of the 
board of directors, has been made 
vice-president in charge of South- 
ern industrial development. 


facturing sources in the South and 
coordinate buying arrangements in 
the territory. 


Absorene in Jubilee Drive 


| The Absorene Mfg. Company, St. 
| Louis, is celebrating its golden jubi- 
lee year with advertising scheduled 
|for 75 newspapers and more than 


|40 radio stations. Ross-Gould Com- | 


pany, St. Louis, is the agency. 


Plummer Names Hamilton 


Plummer, Ltd., New York, 
|} appointed William Irving Hamilton, 
|New York, to handle promotion of 
|its china and glassware. 
papers and magazines will be used. 


Tower Appoints Butler 


J. D. Tower and Sons Company, 
|Mendota, Ill., agricultural imple- 
|ments, has appointed Kenneth B. 

& Associates, Mendota, to 
| direct its advertising. 


e Over 50,000 


e 50,000 more 


area. 


one of America’s 


sales-ripe Central New York 


The Herald-Journal reaches 


of the 53,000 


families in Syracuse, 


families in the 


Concentrate your efforts in Syracuse — 


best markets. Ask 


your Paul Block representative. 


THE SYRACUSE 


HERALD-JOURNAL 


Sells Central New York at One Low Cost 


publisher, | 


Mr. Walter will develop manu- | 


has | 


News- | 


THIS WEEK 
Index 


82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


of Retail Activity in 
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BemscemnOre, BEG. ccsseces 1,663,821 1,762,440 1,858,913 +11.7 +11.7 351,706 368,155 447 
| Birmingham, Ala, 1,038,884 1,063,692 1,195,584 +15.1 +12.4 237,524 223,482 
| Boston, Mass. ......... 1,795,431 _ 1,764,464 “1,648,214 pr t 351,276 300,568 laa 
| Bridgeport, Conn. ...... 814,968 864,724 894,152 + 9.7 +3.4 176,176 173,600 l 
RS ae, eee ++ 1,143,170 1,112,279 1,169,041 + 2.3 +51 221,390 237,685 +74 
1CpoeGem., Bi. diccccccscss 306,406 487,530 381,340 + 24.5 21.8 94,437 79,265 
Cedar Rapids, Ia... 377,678 367,892 365,134 3.3 0.8 81,438 69,412 
Charleston, W. Va.. $50,898 783,966 ~ 800,863 5.8 2.2 167,076 154,945 7 
a, (Bibs csvansceer 2,310,125 2,251,997 2,237, 5 3.2 —O0.7 458,723 441,494 3 
So, We a ee 1,308,556 1,282,123 1,3232,3 1.1 3.1 269,696 266,810 1 
Cleveland, O 1,479,419 1,577,795 1,6 3: 8.5 +1.7 292,523 332,507 | 
Columbus, OQ. ...... 1,130,545 1,113,551 1,121,2$ 0.8 + 0.7 215,209 223,995 4 
Dallas, Tex. ........... 1,820,128 1,655,150 1,655,876 —9.0 maa) 351,096 $37,448 3: 
| ewmeeene, BM cavcdsces 672,706 731,878 778,372 + 15.7 + 6.4 150,528 148,582 1 
Peres Se vicndeses wks 1,076,992 1,102,648 1,161,558 +79 + 5.3 223,090 244,552 +o 
Denver, Colo. . 812,837 755,416 738.451 9.2 2.3 143,009 136,196 48 
| Des Moines, Ia...... 568,407 554,644 04,739 11.2 0 127,419 108,368 1 
Detroit, Mich . 1,629,709 1.668.300 1,766.82: a ae 330,974 $51,530 $3 
| Kl Paso, Tex.. 848,120 RRS PRG 471,488 14.6 9.4 185,822 273,896 47.4 
PPG, PR 6 snes 0 719,796 710,402 711,284 1.2 0.1 152,474 148,302 
Evansville, Ind 897, 5 898,940 HOS 676 + 3.5 +3.3 181,678 195,762 7 
Fall River, Mass 269 282.604 318,410 + 18.1 +12.7 »6,272 59,84 ' 
| Flint, Mich. pars a 702.954 ~ TH3.060 1.0 7.1 131,684 143,822 
| Fort Wayne, Ind 907,837 828,275 2.3 8.8 187,446 174,860 
| Gary, ” rr meee 189.93] 191.467 + 15.3 + 0.3 77.725 80.996 
i\Grand Rapids, Mich T70.080 720,370 1.4 6.6 151.144 142.576 
| Greenville, sc O2.515 625,063 21.7 5.5 156,864 176,477 
Houston, Tex. .. a 1,547,672 1,522,500 7.4 1.6 343,462 311,962 
Huntington, W. Va. 622,472 H30,065 + 12.8 3.7 122,929 138,726 
Indianapolis, Ind. 1.395.114 1.446.102 $13.8 3.7 268.534 273.490 
Jacksonville, Fla - THO 862 785,036 t+ OS8 +.6 166,404 174,048 
Jersey City, N. J.... 162,902 162,148 + 14.9 oO 30,276 31,653 
Kansas City, Kan.... 251,174 228,739 1.5 Sa) 51,191 $1,944 
Knoxville, Tenn. 831,656 795,760 1 1.3 161,000 183.120 
Little Roek, Ark...... 731,304 836,948 + 12.5 14.4 161,008 186,242 
Los Angeles, Cal 2,225,256 2 003,830 7.9 10.0 32,726 104,300 
Louisville, Ky 1,071,072 1,154,039 0.9 + 7.7 222,909 244,918 
Lynn, Mass a a ae 684,824 808,200 18.0 + 18.0 142,604 ~ 165.340 
Manchester, N H 322.2344 307,600 1.4 1.6 T5010 66,436 
Memphis, Tenn 1,339,240 1,018,458 13.5 24.0 197,162 208,180 
Miami, Fla , 1,707,223 1,635,901 + 2.6 4.2 377,825 332.612 
| Milwaukee, Wis 1,303, 1.375.711 10.2 + 5.6 299,083 258,359 
Minneapolis, Minn - ; 1.079.867 13.2 1.7 241,409 
Moline-Rock Island, Ill. 686,088 816,942 + 19.1 31.1 151,816 
"Nassau County, L. I 177,606 257,409 44.9 57.6 65,403 
New Bedford, Mass 269,668 R07.846 14.2 5.4 59.612 
New Haven, Conn 802,438 S90 720 12.1 + 3.9 180,614 
New Orleans, La 1,678,239 1,650,949 1.6 5.9 $24,478 
New York, N. Y 1,104,326 1,802,248 5.9 2.4 932,111 
Brooklyn, N. Y 410,483 $315,622 23.1 2.1 6,399 
Norfolk, Va 812,518 869,802 7.1 + 7.2 189,546 
}Oaukland, Cal 630,915 738,827 +17.1 3.7 
“Oklahoma City, Okla 936,824. 634.060 $2.3 1.8 
maha, Neb 478.521 197.502 + 4.0 + 3.1 
Peoria, Il 877,279 894.069 477.462 +11.4 9.3 
Philadelphia, Pa 2. 408,909 2.566.049 2 435.286 + 5.2 1.2 
Phoenix, Ariz 653,156 712.040 749.504 14.8 5.3 
| Pittsburgh, Pa 1,685,292 1,705,774 1,713,684 + 1.7 Wo 
Portland, Ore 1,047,592 865.098 LO7O.918 +99 +2938 j 
Reading, Va 817.113 S15.180 856.348 4.8 5.1 1.3 
Richmond, Va 1,024,072 928,522 973,210 50 48 2. 
Rochester, N. ¥ 1,259,544 1,200,700 1,267,653 0.6 1.8 252, 
Rockford, Il SOO S18 OH86,308 893,746 ~ 40.0 0.2 146, er 
Sacramento, Cal 692.762 641,508 665,182 1.0 3.7 117 : 
San Antonio, Tex D81,501 625.894 670.199 15.2 74 131.53 140,506 
San Diego, Cal 1,146,572 849.156 1.002.068 12.6 18.0 151,270 201,068 
Seattle, Wash 1,016,946 68.870 4.7 1S7.698 205 688 
South Bend, Ind $34.52! 167,280 3.3 74 86,355 92.711 
Spokane Wash yu SAN »44.488 16.0 Sf 151.004 118.160 
St Louis Mo 1.422.120 1244.s00 3.0 1.9 292.795 296.57 
St. Paul, Minn 935.0495 844.299 16 %.7 204.513 155,917 
Syracuse, N. Y 2 20 46,733 +141 70.3 111,772 191,406 
Tacoma, Wash OS 536 42.416 19,826 8.3 1.4 100,814 106,918 
Tampa, Fla 84.402 687.176 684.908 17.2 0.3 155.820 128.548 
Toronto, Ont Can 1.536.631 1.422.005 1.489.789 21 0 96 582 348.624 
Troy, N \ 300,678 206.768 290.520 6.6 1° 6.182 56.406 
Tulsa, Okla 764.162 T26.244 TOGB.G4O8 { 8.2 147,280 183,14* 
Washington, DPD. Cc 2,638,204 2 890.117 2 842.093 7.4 1.7 610,814 H&S30 
Youngstown, O 613,682 701.407 687.798 412.1 an |) 156.184 165,24 
Total 81,799,918 $2,178,363 83,656.51 ” 1.8 16.178. 36 17.0899] 
1 Chicago Herald & Exam. discontinued Aug. 28. 1939 lication Dee. 17, 1939 
| 2 OKlahoma News discontinued Feb, 24, 1939 Minneapolis Star and Journal merged Aus 
$ San Diego Sun suspended publication Nov. 25. 1929 8 Newsday new publication, launched Sept 
4 Atlanta Georgian and Sunday American ceased pub- 7 Spokane Press discontinued March 18, 1% 


To Wadsworth & Walker 


Walter T. Sattler, who formerly 
headed an agency under his own 
name in New York, has been ap- 
pointed an account executive of 
Wadsworth & Walker, New York. 


“Look” Promotes Logan 


Harlan Logan, general manager 
of Look, has been elected a vice- 


president and director of the maga- 
zine. 


en 
| 


Names Deutsch & Shea | Insurance to Harry B tk . 


Display Equipment Corporation, United States Guarant erot 
New York, has appointed Deutsch &| pany, New York, has pinte 
Shea, New York, to promote the! Harry A. Berk, Inc., New rk, ® 
new line of Coronet, Marlboro and j|direct advertising of its suas 


Brunswick mannequins. |and fidelity insurance. 
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Outdoor Bureau's 
1940 Billings 
Necr 1937 Peak 


New York, Feb. 5.—A gross bill- 
ng al ost as great as during the 
seak ycar of 1937 was reported for 
1940 the annual stockholders’ 
neetin, of the National Outdoor 
advert sing Bureau. 

Pres lent F. T. Hopkins told | 
4ockh ders and the board of di-| 
rectors that 1940, in terms of bill-| 
ng, wo better than the predictions 
vade {or it in the ’39 report. Pay- | 
ent of an extra commission of | 
ven-tonths of 1 per cent made the | 
total arount of commission receiv- 
ed by agency members of the Bu- 
eau 13 7/10 per cent, with average 
st of operation less than three per | 
sent. A small amount was carried 
to surplus, Mr. Hopkins said. He 
redited the excellent showing to 
nereased efficiency by the Bureau 
rganization and better cooperation 
from plant owners and agencies. 
Operations during 1940, it was said, 


were well within the budget esti- 
mates. 


» Canada Dry Launches 
' N. Y. Campaign for Spur 

A six-week advertising campaign 
for Spur, Canada Dry’s carbonated 
beverage, began Jan. 27 with copy 
appearing in six New York news- 
papers and newspapers throughout 


™ Westchester county. Other promo- | 
Stion devices include 75 giant | 
painted walls in shopping centers, | 
as well as point-of-sale displays, | 
carton platforms and outdoor signs 
s for dealers. 

s Copy features a 
of Spur for five cents and a carton 
of six for 25 cents. Four distribu- 
tors have been named as follows: 
John Morgan, Inc., Brooklyn; Myers 
Beverages, Manhattan; Bruckner 
Beverages, Bronx, and Cott’s Bev- 
erages, Port Chester. J. M. Mathes, 
Inc., New York, is the agency. 


‘Davidson Buys “News” 
L. Earle Davidson, vice-president 
nd sales manager, Michigan Elec- 
trotype & Stereotype Company, De- 


troit, since 1933, has bought the 
Daily N . Greenville, Mich., in 
association with Donald E. John- 


son, Flint. 


ema 


doings of the Roman senate on 
specially constructed bulletin boards. 
He would have thrilled at today's 
better offset produced by Roto-Lith. 


ROTO-LITH CO. 


12-ounce bottle | 


201 N. WELLS ST. CHICAGO. 
DEA.85S7 + HEM.22II. 


DIAMOND D-X CELEBRATES !,200TH PROGRAM 


-—- ~ 


a) 


~ 
‘4 


When Mid-Continent Petroleum Corporation completed its |,200th consecutive 
news broadcast over WHO, Des Moines, practically the entire sales organiza- 


tion attended a special one-hour program. In this picture, standing, are Paul 
Adcock, assistant manager of the Northern division; D. C. Wixson, manager of 
station marketing; Hale Bondurant, WHO sales manager; M. C. Shipley, Mid- 
Continent advertising manager; and Harry Flory, European manager of United 
Press. Seated are J. O. Maland, WHO vice-president and manager; J. B. Wood- 
bury, Mid-Continent account executive at R. J. Potts & Co., Kansas City: R. W. 
McDowell, vice-president in charge of sales for Mid-Continent; and H. C. 
Wurster, manager of the oil company's Northern division. 


Rhyming Copy 
Tells Story 
of Stag Beer 


Use More Humor 
in Advertising, 
Clothiers Urged 


Belleville, Ill, Feb. 5.—Griese-| Chicago, Feb. 4.—Greater use of 
dieck Western Brewery Company|humor in advertising—to offset 
has launched a three-ply campaign | gloomy war news—was_ recom- 
for its Stag beer, using newspapers, | mended by Edward A. Grossfeld, 
radio and outdoor, with copy built | advertising manager 
around the theme, “dry — not|retail men’s wear organization, in a 
sweet.” In all three media a rhym-|talk Friday before the National 
ing type of copy is being used. Association of Retail Clothiers and 

Alliteration is used in headlines | Furnishers. 
over cartoon continuity which car- “Foremost among the important 
ries humorous situations to happy |techniques which 1941 should see 
endings. Even subheads in the copy|in greater evidence is that of 
are rhymed with the trademark and | humor,” said Mr. Grossfeld. “Under 
package lined up with the tie-in|the stress of war conditions, men 
line in rhyme at the bottom. The | want more than ever to look on the 
stag trademark is animated to lend |lighter side. The English have 
further interest to the layout. given magnificent examples of this 

The same idea is carried out in|in their own advertising.” 
radio copy with a chorus singing Mr. Grossfeld maintained that re- 
the rhyming verses ending with the | tailing and retail advertising must 
“it’s dry, not sweet” theme as a | reflect the same streamlining shown 
solution to some situation arising|in trains and radios, and the new 
from entertainment of guests. techniques used in movies, news- 

Gardner Advertising Company, | papers and magazines. 

St. Louis, is the agency. 


‘$1 00 Over Book’ 
Offered by Ford 
Detroit Dealers 


Detroit, Feb. 


Ries Heads Ritter 


Edward J. Ries, who has been 
vice-president and general man- 
ager of the Ritter Dental Mfg. | 
Company, Rochester, N. Y., has 
been made president. 


5.—Wayne County 


sensation in retail automobile trade 
circles with advertisements in local 
papers this week announcing “The 
Lid’s Off!” and promising “$100 
over Book for your present car in 
trade on a big 1941 Ford.” 

While liberal allowances are cus- 
tomary in periods of distress selling 
or at the close of a model year, 
when it is necessary to clear the 
decks for new models, 


chandising of automobiles. Espe- 
cially have dealers avoided adver- 


a practice most dealers indulge in 
but few will admit. 

Ford dealers said they felt it was 
better to be frank about it. At least 
they are finding the advertising is 
profitable and are reporting crowd- 


move and is not sponsored by the 
company. No overstocking of deal- 
ers is involved, nor is it an effort to 
clear the decks for new models, 
dealers explain. They term it just 
another campaign to stimulate bus- 


pared the copy, said the plan had 
been tried earlier in Pittsburgh and 
Buffalo with marked success. 


Gahagan Takes Office 
G. William Gahagan, 
with McCann-Erickson 
Graw-Hill in San Francisco, has 
established an office in the Russ 
bldg., San Francisco, to handle 
free lance writing assignments. 


formerly 
and Mc- 


of Baskin’s, | 


Ford dealers created somewhat of a | 


they are | 
seldom featured in mid-season mer- | 


tising over-allowances on used cars, | 


ed showrooms. It is strictly a dealer | 


iness. McCann-Erickson, which pre- | 


Perry-Brown Wins 
Plagiarism Suit; 
Awarded $732 


| Cincinnati, Feb. 6—The property 
rights of an advertising agency to 
|advertising plans, slogans or ideas 
}originated by it have been upheld 
here by a court in a decision handed 
down in the case of Perry-Brown, 
Inc., Cincinnati agency, vs. 
Semet Solvay Company. 
|in judging for the first time in Ohio 
a case involving plagiarism, re- 
turned a verdict in the sum of $732 
|in favor of the agency. The case 
|} was in litigation two years. 
| Perry-Brown, according 
|petition, submitted an 
|program to the defendant in the 
|form of a presentation. The latter 
company rejected the program but 
used the ideas and slogans con- 
tained in the presentment. In over- 
ruling the defendant company’s 
|demurrer to the petition, the court 
in effect held that an advertising 
agency has a property right in an 
jadvertising plan which may be 
|referred to as a common law copy- 
‘right or right of first publication; 
| that this right is not lost by reveal- 
ing the plan to a prospective pur- 
jchaser and that unauthorized use 
|by the prospective purchaser 
| actionable. 

Officers of the agency said that 
they were determined to see the 
case through from beginning to end 


the 


to the 


IS 


in order to protect the agency 
against similar occurrences in the 
future. 


Cranberry Canners 
Expand 

| Cranberry Canners, Inc., packer 
of Ocean Spray cranberry sauce, 
has bought a plant in North Chi- 
cago, Ill., for packing Wisconsin 
and Massachusetts cranberries for 
the Middle West trade. 


| — 


| 
Want Ad Week April 20-26 
The Association of Newspaper 
Classified Advertising Managers 
will celebrate the ninth annual na- 
tional want ad week April 20-26 
with a promotion program which 
will include institutional copy, front 
page boxes, news releases, stream- 
ers, etc. Maurice S. Schwartz, 
Houston Post, is national chairman. 


Dunaway Elected V. P. 

James W. Dunaway, general sales 
manager of Charles P. Cochrane 
Company, Bridgeport, Pa., has been 
elected a vice-president. 


Foods to Y & R 


Continental Foods, Inc., Hoboken, 
|N. J., has appointed Young & Rubi- 
cam, Inc., New York, to advertise 
its soups in newspapers. 


The jury, | 


advertising | 


Brands of Wines 
Not Well Known, 
Study Indicates 


New York, Feb. 5.—A rich op- 
portunity exists for the promotion 


| 


of brand acceptance in the wine 
field, it was indicated this week 
following a survey of consumer 


purchasing habits in package stores 
| throughout the country. 

The study, sponsored by 
and Liquor Retailer, 
'67 per cent of customers specify 
brand names in_ buying liquor, 
while only 30 per cent follow this 
practice in making wine purchases. 
The survey also disclosed that the 
majority of dealers are asked to 
suggest brands in connection with 
a third of all purchases. 

| Point of purchase advertising was 
|declared by retailers to be the most 
jeffective medium for tieups with 
jnational advertising. Window dis- 
| plays were rated first and counter 
|displays second. Dealer copy in 
| local newspapers was chosen in 
third place, with direct mail fol- 
lowing. 

About 60 per cent of all package 
|store customers were said to be be- 
jtween 30 and 50 years of age. 
| Sixty per cent of the dealers re- 
| ported that feminine customers ac- 
/count for more than 20 per cent of 
| their total volume. 


Wine 
showed that 


| 

T. M. Sayman Appoints 

| T. M. Sayman Products Company, 
| St. Louis, maker of Vegetable Won- 
|der soap and salve, has appointed 


Kelly, Stuhlman & Zahrndt, St. 
Louis, to handle its advertising. 
Magazines, newspapers, spot radio 


and store displays will be used ac- 
cording to present tentative plans. 


Jones to Head NAB Meet 

Merle S. Jones, general manager 
of KMOX, St. Louis, has been ap- 
pointed general chairman of the 
convention committee of the Na- 
tional Association of Broadcasters, 
| which will meet in St. Louis, May 
| 12-17. 


welt BACK ISSUES 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


How to make your 
marketing policies 


| 
| 


Have your marketing policies just gre 


meet today’s demands 


MARKET 
POLICIES: 


wn or m 
}are they soundly considered? How long is it ® HUGH & AOMEW 
| since you really studied them and checked them tuto + Gtame Come 
against changing conditions, soundly proved = 
principles, and successful policies of other firms? 


Think what it could mean to you to have the 


Just Out! 


report of two competent and respected special M A R K ET ] N G 
ists on marketing policy to guide you—a report 
| based on an intimate study of more than twenty PO L | Cc | ES 
| years of the policies, records, and methods of 
hundreds of representative firms in a wide va- ity HUGH E. AGNEW, Professor of 
riety of flelds That is in essence what this Marketing, and DALE HOUGHTON, 
7 ‘ *rofessor of Marketing, New 
book offers vou It brings you the best proved ay fe r of ar ne « 
technique and practice in marketing today 615 pages, 6x9, Illustrated, $4.00 
Look up these helpful features: 
@ analyses ot complete campaigns for @ study of leased departments of stores and 
Windex, Cellophane ind Dry Ice supermarkets 
@ chapters 1 pricing approaching sub 
ject from viewpoint of the one who has @ chapters on good-will protection, competition 
| » make price rather than from eco with private brands, consumer movement, 
nomic influences interstate barriers to trade, etc., et« 
| @di = oe agents center “The hook that analyzes and evaluates mar- 
™ mo services and methods of evaluat keting procedures so that those which are most 
1 Ve 
| serviceable may be recognized and preserved, 
@ review ~ the drug field, illustrating and those which are unscientific and uneco- 
functior f distributors and their cost. nomic, recognized and discarded.” 
lameness met age ET es I tt BPO eee oma 
i SEE IT 10 DAYS ON APPROVAL—SEND THIS COUPON TODAY 
i McGraw-Hill Book Co., Inc., 330 W. 42nd St., New York, WN. Y. 
1 Send me Agnew ard Houghton’s Marketing Policies for 10 Gays’ examination on approval In 10 1 
lays I will send $4.00, plus few cents postage, or return book postpaid (Postage paid on orders j 
| accompanied by remittance ! 
1 Name 1 
! Address Position 1 
! City and State .Company Age—-2-10-41 J 
1 Hooks sent on approval in U. 8S. and Canada only) 1 
| 
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F. W. Dodge Corp. Elects Gantner Expands 


T. S. Holden President 


Thomas S. Holden, vice-president 
of the F. W. Dodge Corporation, 


New York, since 1927, has 


been 


elected president of the corporation | 
to succeed the late Truman S. Mor- 


gan. He was elected a director 
1928 and since 1937 he has be 
editorial 
Record, one of the Dodge group 
publications and services which i 
cludes Real Estate 
Construction News, 
tical Research Service, 
ers’ 
Files. 
in 1919 as chief statistician. 

William C. Breed, Jr. 
Abbott & Morgan, 


Home Ow 
Catalogs and Sweet’s Catal 


in 
en 


director of Architectural | 
of | 


n- 


Record, Dodge 
Dodge Statis- 


n- 
og 


He joined the corporation | pq 


of Breed, 
has been elected | 


jand Vogue. In 


Swim Suit Drive: 
Plans New Poster 


San Francisco, Feb. 5.—The fa- 
mous water lovers’ outdoor display 


|used by Gantner-of-California to 
|promote its swim suits will appear 


in varied form this year in an 
expanded promotion drive which 
also will use national magazines 


and radio. 

Magazines scheduled include Col- 
lier’s, Esquire, Glamour, Harper’s 
zaar, Life, Mademoiselle, Picture 
Play, The Saturday Evening Post 
addition Gantner 


a director and Clyde Shute has been | Will be represented by radio pro- 
appointed assistant vice-president. 


grams in Cleveland, Deiroit, Phila- 


_delphia, 


land do 


Pittsburgh, St. 
Washington, Los Angeles and San 
Francisco. 


Predicts 1941 Trends 


Women’s swim suits this season, 
Gantner predicts, will be about 
equally divided in popularity be- 
tween the newly-revived classic 
styles, flared skirt models and panty 
styles that stay down in the water 
not interfere with the 
wearer while swimming. In men’s 
trunks lustrous satin lastex is out, 
Gantner believes, and will be re- 
placed by dull lustre fabrics. Two- 
way stretch fabrics of wool and 
lastex are increasingly popular be- 
cause of their fitting quality. Loose- 
fitting gabardine trunks will play 
an important part. 


| 


Louis, Brost to Talk to EAA 


R. V. Brost, Three-Dimension | 


| Corporation, Chicago, will talk on 
| the development of three-dimension 
;pictures at the monthly meeting of 
|the Engineering Advertisers Asso- 


| 


| 


| 


|ciation at the Electric Club Feb. 10, 
at 6:30 p. m. 


Scriven to Talk 


Ed. Scriven, who is in charge of 
English operations of the A. C. 
Nielsen Company, and who has just 
returned from England on a short 
leave, will describe the operation 
of the marketing service under 
war-time conditions to the Chicago 
chapter of the American Market- 
ing Association Thursday evening, 


Feb. 13, at the Sportsmen’s Club, 
360 N. Michigan avenue. Mr. 
Scriven will probably return to 


England next week. 


THERE'S A 
SWING-O-RING * 
LICENSEE | 
IN YOUR AREA * 


ALABAMA BIRMINGHAM 
Roberts & Son, Ine 
ARKANSAS LITTLE ROCK 
Democrat Printing & Lithographing Co, 
ARIZONA PHOENIX 
Arizona Trade Bindery 
CALIF ORSIA LOS ANGELES 
rast Bnve lope and Leather 
Produc ‘ 
SAC RAMEN TO 
Silvius and Schoenbackler 
SAN FRANCISCO 
The T. J. Cardoza Co., Ltd. 
COLORADO DENVER 
The W. Hi. Kistler Stationery Co, 
CONNECTICUT HARTFORD 
r m Manufacturing (Company 
NEW HW AV EN 
The Peck Bindery, Inc 
DIST. OF COLUMBIA) WASHINGTON 
Gieorge A. Simonds and Company 
GEORGIA ATLANTA 
The Stein Printing Co, 
ua CHICAGO 
Ellingsworth Mtg. Company 
INDIANA INDIANAPOLIS 
(. T. Nankervis Company 


IOWA a MOINES 
L Holley & Sons Co, 
anuees WICHITA 
MeCormick-Armstrong Co, 


LOUISIANA NEW ORLEANS 
8. Upton Printing Co, 
SHRE VEPORT 
Journal Printing Company 
MARYLAND BALTIMORE 
Moore & Company, Inc 
MASSACHUSETTS. BOSTON 
Thomas Groom & Company, Ine, 
HOLYOKE 
Kamket Corporation 
SPRINGFIELD 
Springfield Printing & Binding Co. 
WORCESTER 
J. &. Weshby & Sons 
MICHIGAN — DETROIT 
The Burkhardt Company 
MISSOURI-KANSAS CITY 
Brent Printers 
ST. LOUIS 
National Cover and Mfg. Co., Inc, 
NEBRASKA LINCOLN 
Woodruff Printing Company 
OMAHA 
Irvin A. Medlar Company 
NEW cEgesy— CAMDEN 
Cooka’, Ine 
NEWARK 
arowe & Mckwan, Inc. 
«, Horn Bro. & Co., 
av THERFORD 
The Garraway Company 
NEW YORK. BRAVER FALLS 
Beaverite Products, Ine. 
NEW YORK ' 
Brewer-(antelmo Co., Ine, 
McKenzie Service Inc 
Sloves Mechanical Binding Co. 
ROCHESTER 
Wm. F. Zahrodt and Son 
SAUGERTIES 
Saugerties Manufacturing Co., Ine, 
SYRACUSE 
Erhard & Gilcher 
NORTH CAROLINA RALEIGH 
Edwards and Broughton Company 
CINCINNATI 
*. Sterneberg 


Inc. 


The Forest City Bookbinding Co, 
The Mueller Art Cover & Binding Co, 


OKLAHOMA OKLAHOMA CITY 
Dewing Printing Company 
PENNSYLVANIA 
CLIFTON HEIGHTS (Adj. Phila.) 
Buchan Loose Leaf Records Co,, Ine. 
PHILADELPHIA 
National be = lishing Company 
Novelty Bo inding Company 


r IT rsBURG 
A Sol Company 
TENNESSEE KINGSPORT 
Kingsport Press, Inc 
MEMPHIS 
8. (, Toof Company 
NASHVILLE 
MeQuiddy Printing Company 
TEXAS -DALLAS 
American Beauty Cover Company 
HOUSTON 
The Cargill Co 
UTAH--SALT LAKE CITY 
Stevens and Wallis, Ine, 
VIRGINIA RICHMOND 
Everett Waddey Company, Ine. 
WASHINGTON SEATTLE 
Johnson & Hornig, Ine 
WISCONSIN—MILWAUKEE 
The Heinn Company 
CANADA. TORONTO, 2 
The Luckett Loose Leaf 
ENGLAND —LONDON 
Fisher Bookbinding Co 
Pirte Applet and ¢ 
HOLLAND AMSTERDAM 
Blikman and Sartorius, N. 
SWEDEN STOCKHOLM 
Aktiebolaget Po Herzog and Soner 
SWITZERLAND HKERNE 
Alfred Wever A. 


Ltd. 


Ltd. 
Lad. 


It's anchored! 


no other like it. 


A division of The Fred Goat Co., Inc. 


SWING-O-RING, INC. 


e 


318 Dean Street 


Precision Engineers. . 


Brooklyn, N.Y. 


+... Every page in your 
SWING-O-RING binder is held 
fast! Extra page strength of 
this loose-leaf binder makes 
it a buy for you! 


Swing it—shake it—pull it—and that page in your 
SWING-O-RING loose-leaf binder won't pry loose. 


It’s anchored with a multiplicity of rings—not three 
nor seven —but many rings! Swing-O-Ring is the 
modern binder that gives you extraordinary page 


strength plus smartness plus loose-leaf features! There's 


Get all the facts about Swing-O-Ring. Get the ad- 
vantages of Swing-O-Ring. This binder is protection 
for all your manuals, catalogs, portfolios! W rite today! 


Swing-O-F2ing 


THE MODERN LOOSE-LEAF MECHANICAL BINDING 
a a 


. Established 1893 


— er 
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\James A. Donan, 
Standard Oil 
Admanager, Dies 


New York, Feb. 4.—James A 
|Donan, advertising and sales pro. 
motion manager of Standard Oi 
Company of New Jersey and affijj. 
|ated companies, died sudden}, here 
last night. He 
was stricken as 
he left his office 
yesterday, and 
died soon after 
reaching a hospi- 
tal. His death 
came two days 
before his 45th 
birthday. 

Mr. Donan was 
one of the best 
known men _ in 


the advertising 
end of the refin- James A. Donan 
ing industry. He 
represented his company in thy 
Association of National Advertisers 
and was active within the ANA 


His sudden death came as a grea! 
shock to his many friends and busj- 
ness associates. 

He had been with 
since 1920, starting as an editoria 
assistant. He became editor of 
“Salesmotor,” house organ pub- 
lished by Esso’s sales department 
In 1929, he was made advertising 
manager, adding the duties of sales 
promotion manager in 1935. 

A native of St. Louis, Mr. Dona: 
received a degree in journalisny 
|\from DePauw University in 1917 
| Upon graduation he joined the U. § 
Naval Transport Service, serving 
for 23 months. A period as Soutb- 
western representative of Oil Trad 


Standard Oj 


the past 19 years had been in Mont- 
clair, N. J. He is survived by ! 
widow and three sons. 


MAX ANNENBERG 

| Phoenix, Ariz., Feb. 7.—Max Ap- 
nenberg, 66, director of circulati 
of the New York Daily News unt 
he became ill five months ago, died 
here today. Born in Germany 
11875, he was one of a family 
nine children which moved to th 
United States in 1884. He started 
selling newspapers on  Chicag 
streets when 9. 

Mr. Annenberg's skill as a mer- 
chandiser of newspapers mani- 
fested itself early. Besides becom- 
ing the key figure in building th 
circulation of the New York Neu 
and the Chicago Tribune he als 
served as circulation manager of 4 
Hearst newspapers and the Cosmo- 
politan magazine from 1904 to 191! 
He also handled the circulation 
Liberty magazine while it Ww 
sponsored by the Tribune-New 
later becoming general manager 
the magazine. He also was gener 
manager of the Detroit Mirror whe 
that paper was owned by tm 
| Tribune-News. His son, Ivan, n 
is director of circulation o! 
New York News. 


JOHN M. ANNENBERG 
Philadelphia, Feb. 8.—John 


Annenberg, 51, circulation rect 
of the Philadelphia Inquirer, © 
suddenly in his office here Feb. : 


He was not a relative of Moe A™ 
nenberg, publisher of the J) quire’ 
brother of Max Annenberg, 
died yesterday. 


| TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 
Contact us 
We are prepared to assist adver’ 
advertising agencies in reaching 
tant and lucrative market. 


Write teday for particular’ 


EDWARD A. BAKER C0: 


PUBLISHERS’ REPRESENTAT VES 


457 Book Bldg.—Detroit, ae, 


14,000,000 (14 million) Negroes in ‘* 
States spend $2,000,000,000 (2 Bil ° 
annually 


ii) 
ARE YOU GETTING YOUR SHA! oF TS 
BUSINESS! IF NOT—CONTACT 
ASSIST YOU. 


Journal preceded his connectio 
with Standard Oil. 

Associates reported that M 
Donan apparently was in go 
health. He complained of feeling 
ill as he was leaving for home yes- § 
terday, and friends took him to 
|hospital in a taxi. His home for J 
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HERE'S THE FIRST “ANIMATED SPREAD" NATURAL SEQUENCE 
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MORE THAN 3,000,000 WOMEN COOK ELECTRICALLY 


COME IN AND SEE OUR Aecord Wear SPRING SHOWING 
CELEBRATING THE BIGGEST YEAR IN HISTORY FOR 


ELECTRIC RANGES 
syn | Gilt Sonora 
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The first “animated spread,” recently announced by American Magazine, ap- 
peared last week in the March issue of that magazine, with Electric Auto-Lite 
Company promoting a ‘'plug-chek." The advertisement consists of the upper 
and lower thirds of facing pages, with both sides of a half-page gutter gate 


It's just another natural step to electric 
ranges, the new and expanded campaign 
for the Modern Kitchen Bureau says in 
its promotion for this year. (Story on 


insert, making a total of one and two-thirds pages. In the upper illustration Page 28.) 
the gutter gate is folded to the right, and in the lower it has been folded back 
to the left. 


PATRIOTIC 


TWO FAMILIES GOING SOMEWHERE 


RCA Vir Personal Radio i 
CPR) SB Foran 


WHAT BRINGS THEM BACK FOR MORE? New that we af aced to be Charnpiens 
WH Re cetee perved 1990 te 1940 aperonimately one-hall of eur total new businens 
i * tops he were coheed) pebtyhodes © The Morthwesters Mutvel 


c | | ts 


t ~ EE ee : wns 
| ® : atone Se ; Breakfast of ? = 
he TER Me one THE NORTHWESTERN MUTUAL Champions 


A number of readers have called attention to the similarity of illustration in 
the Wheaties back cover on the Jan. 18 Saturday Evening Post (right) and the 
"side page for Northwestern Mutual in the following issue of the Post. To make 
the story even more exciting, Bill Schneider, Knox Reeves art director who 
‘endled the Wheaties ad, reports that the original photo showed the little 


Shown here are the contents of a sales 

aid kit which RCA Victor has developed 

to aid retailers in selling personal radios 

as going-away gifts for men entering the 
service. 


Climaxing an extended sales campaign in which every department of General 
Electric took part, more than 40 “victory dinners’ were held simultaneously 
throughout the country on the night of Jan. 22. At the Bridgeport dinner this 
quartet seems to have had an amazingly good time. With his back to the camera 
is Fred Sindermann, of the heating device and fan sales section; next, and with 
his face hidden, is A. L. Atkinson, manager of the cleaner section; then Boyd 
Bullock, advertising manager; and Lloyd Hertzler, sales manager for G-E cleaners. 


GETS AWARD AS RESULT OF COPY VOTE 


A. J. Haire (right) presents the first place plaque to Otto Mittelstaedt, sales 

manager of Aluminum Goods Mfg. Company, Manitowoc, Wis., as the result 

of a poll of buyers at the recent housewares market to select the best piece of 
advertising in the market issue of House Furnishing Review. 


BARTON GIVES GROCERS THE LOWDOWN 


Bruce Barton, BBDO head, was the featured speaker at the recent annual meet- 

ing of National Retailer-Owned Grocers, Inc., composed of 21,000 independent 

stores. Albert Todoroff of the NROG advertising department took this picture of 

Mr. Barton, who is flanked by Harold A. Sweeney, NROG advertising manager, 
and William D'Miller, NROG president. 


. "ager on the woman's hand which is looped over the man's arm sticking out MAGAZINE COPY GETS SECOND SHOWING ON OUTDOOR BOARDS 


exactly as it does in the Northwestern copy. It was retouched out. 


TOUGH GAL IS REALLY MILD AND GENTLE 


a 
what might be called “20-shooters” give this cowgirl a better than | = : eee 


¢ 
mage chance to attract attention and at the same time remind lookers that 


. brace of 


The Streamfliner -o¥FERED BY LPORKIC AT THE LOWEST PRICE : A t ™ | 


— SS - — ——— 


field is paying the bill. This same design, shown on a 24-sheet lithographed This Pontiac poster, now going up in the South and scheduled for eventual showing on 15,000 boards, repeats without 
Forbes, is also being used as a window poster and in car cards. change the message originally delivered in magazines. 
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ADVERTISING AGE 
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URING 1940, The Philadelphia 

Inquirer again led all other Phila- 
delphia newspapers in volume of ad- 
vertising published. Again The Inquirer 
was first in Retail Advertising . . . first 
in General Advertising ... first’ in 
Classified Advertising ... first in Total 


Advertising. In fact, for seven consecu- 


tive years, The Inquirer has been 
Philadelphia’s leading advertising 
medium. In the past year, The Inquirer 
led the next nearest paper by the im- 
pressive margin of 3,736,392 agate 
lines; and The Inquirer’s gain of 
1,262,643 lines in 1940 follows a gain 
of 1,401,945 lines in 1939. 


volume : 


INQUIRER . . 16,369,080 lines at 
Bulletin . . . 12,632,688 lines = 
Record . . . 10,032,975 lines the 
E. Ledger . 8,695,879 lines ae 
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..im gains 
INQUIRER . . 
Bulletin .. 


Record. . . 
E.ledger .. . 


1,262,643 gain nd 
669,306 gain de 
935,786 gain hei 

1,164,385 loss hal 


\ 
‘ DAILY circulation exceeds 400,000 
| 4 SUNDAY circulation exceeds 1,000,000 


¢ Pliladelp ia Inguit 


2 112 YEARS A PHILADELPHIA INSTITUT 
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